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Successful selling 
isn’t overdone—it’s 


rare. 


Your—our selling—advertising 
can be virile, strong, potent, after you 


know us. 





CONVERSE D. MARSH, 


Chairman Executive Committee, 
THE BATES ADVERTISING COMPANY, 
1§ Spruce St., New York City. 











The Explanation is—new methods. 
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THE ADVERTISER, 
OR THE AGENT, 


Who is going to prepare lists and esti- 
mates for the Fall campaign will find 
Rowell’s American Newspaper Di- 
rectory for 1907 a mighty handy, 
practical and economical assistant. 
{ Nearly 23,000 newspapers, magazines 
and periodicals revised to date. 4 If 
you estimate with Rowell’s Directory, 
you estimate on the safeside. @ Send 
in your order NOW. { Every adver- 
tising agent—every advertiser who 
spends as much as five hundred dollars 
a year in general advertising—every 
maker of material and supplies used 
in a publisher’s ofice—and every firm 
who has occasional use for a partial or 
a complete list of newspapers, class 
papers and magazines published in the 
United States or Canada—ought to 
buy a copy of this Directory. 


Cloth and gold; 1,560 pages. $10 net 
cash, sent prepaid. 





The Printers’ Ink Publishing 
Company, 
10 Spruce St., New York City. 
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HOW THE POWDER TRUST 
ADVERTISES—AND WHY. 





ENJOYING ALMOST A MONOPOLY, 
OWING TO EFFICIENT METHODS, 
THE DUPONT INTERESTS STILL 
SPEND SEVERAL HUNDRED THOU- 
SAND DOLLARS ANNUALLY FOR 
PUBLICITY—THE MONEY GOES 
INTO MAGAZINES, SPORTING PA- 
PERS, FARM JOURNALS, TRADE 
PUBLICATIONS AND TECHNICAL 
LITERATURE—IMPORTANCE OF THE 
LATTER IN INCREASING POWDER 
CONSUMPTION. 


The E. I. duPont de Nemours 
Powder Company, of Wilming- 
ton, Del., is known as the “Pow- 
der trust,” and probably always 
will be known by this term, be- 
cause it is the largest powder- 
making concern in the world, and 
its business approximately a 
monopoly. Nothing stands in the 
way of independent manufactur- 
ers who wish to make and mar- 
ket gunpowder, nitro-glycerine, 
smokeless powder, dynamite, etc., 
for the materials are subject to 
no control and many of the 
formulae, like that of the smoke- 
less powder -used by the United 
States Government, are on rec- 
ord or unprotected. The duPont 
family leads in this industry 
chiefly because the first genera- 
tion started the business more 
than a century ago, in 1802, when 
Eleuthére Irénée duPont de Ne- 
mours fled to this country from 
the French revolution and_ set 
up his plant at Wilmington. The 
duPonts have supplied powder 
for the American wars of 1812, 
1848, 1861-5 and 1898, and for 
many foreign wars. When the 
Civil War began, for instance, 
the family was able, it is said, to 
get higher credit with European 
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saltpetre merchants than even the 
United States government. It now 
has sixty different mills scattered 
over the country, and produces 
so large a proportion of all the 
powders of every kind consumed 
on this continent, that the inde- 
pendent manufacturers are al- 
most negligible in comparison. 
All the powder experts are inthe 
employ of the duPonts, and most 
of the highly-developed machin- 
ery, together with the best form- 
ulae and the recognized brands, 
belong to them, largely because 
they have been diligent in the 
business, and progressive. Con- 
sequently, when a pound of pow- 
der of any sort is purchased in 
this country, for whatever pur- 
pose, it is likely, nine times in 
ten, to bear the name of duPont. 
Notwithstanding this enor- 
mous advantage, however, the 
company spends several hundred 
thousand dollars yearly in adver- 
tising. Few of the great “trusts” 
spend more. 
Why is this expenditure made 
to advertise a virtual monopoly? 
That question is best answered 
by going over the various kinds 
of explosives made by the du- 
Ponts, and showing the part that 
publicity plays for each one. 
When the original duPont set 
up his mill in Delaware the chief 
demand for powder was for mil- 
itary purposes, and in those days 
the powder-maker felt happiest 
upon the approach of war. To- 
day, though, the powder indus- 
try is so largely concerned with 
peaceful pursuits that war is un- 
welcome, and a disturbing ele- 
ment. After the ‘Spanish-Ameri- 
can campaign closed the duPonts 
were left with thousands of 
pounds of military powders on 
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their hands which had to be 
thrown away, it is said, as they 
were entirely useless as commer- 
cial explosives. Many of their 
mills had to be remodeled, ma- 
chinery abandoned, and a gov- 
ernment contract canceled at 
heavy cost. In the event of an- 
other war, a certain number of 
the duPont mills would have to 
be turned over to the United 
States Government, according to 
a standing contract, while the 
sales of military powder would 
probably be small and unprofit- 
able compared to the sales of 
dynamite and other high explos- 
ives used every day, year after 
year, in commerce. 

High explosives are, to-day, in 
the very forefront of material 
progress. They enter into thou- 
sands of building operations, and 
stand for civilization all over the 
world, from the ten-cent stick of 
giant powder that blows a pine 
stump to atoms for the farmer, 
to the great quantities of dyna- 
mite constantly being used in 
structural work, and for sub- 
ways, tunnels, foundations, rail- 
road cuts, canals, etc. 

To advertise these high ex- 
plosives the duPonts employ hun- 
dreds of pages of space every 
year in technical journals to ex- 
ploit their Forcite, Nyalite, giant 
powder, dynamite, Judson pow- 
der, giant gelatine powders, and 
other products of the same char- 
acter among engineers, contrac- 
tors, miners, etc. This publicity 
is greatly diversified, of course, 
in matter and appeal, for many 
different classes of consumers are 
to be interested in special ex- 
plosives for special purposes. To 
the contractor the company talks 
in terms of tons, while for the 
farmer there are talks in agri- 
cultural journals showing how 
rocks, stumps, etc., may be re- 
moved at low cost and _ with 
little labor or danger. Dozens of 
books and pamphlets are also 
issued, dealing with methods of 
handling explosives safely. The 
technical department in Wilming- 
ton keeps track of powder acci- 
dents all over the world, through 
government reports on same 
where these are obtainable, as in 


the case of the British Isles, 
where such disasters are rigidly 
followed by Government investi- 
gation, or through newspaper 
clippings in this country. Causes 
of accidents are analyzed, tabu- 
lated and published, and the re- 
sultant literature is distributed 
among users of _ explosives. 
Pamphlets on the methods of 
thawing and handling dynamite 
are issued to contractors and their 
foremen. 

This literature plays a very im- 
portant part in the increase of 
sales. For when people who use 
high explosives know how to 
handle them, the number of 
powder accidents can be very 
greatly reduced, and if the latter 
object is accomplished, then the 
general use of such explosives is 
certain to increase. The com- 
pany takes the stand that most 
accidents are unnecessary, and 
arise through ignorance or care- 
lessness. Its literature shows 
safe methods, and by analyzing 
the causes of disasters makes safe 
handling very plain and simple. 

In some respects such booklets 
are rather grim documents. But 
they also have a lighter side, and 
frequently a touch of humor—for 
the reader, at least. Here are two 
instances taken from a book on 
powder accidents published by the 
company’s sales department: 


The following is reported from Lusted, Ore., 
April 5, 1905. A man in trying to kill his dog 
tied him to a tree and tied a dynamite cart- 
ridge to the dog’s tail, lighted the fuse and ran. 
Not st to spoil good rope or chain, the 
dog was tied with an old piece of rope, so that 
when the man ran the dog broke loose and ran 
after him. e man fled to his house, and 
frantically threw boots, flatirons and various 
household utentils at the dog to drive him 
away. The dog, to avoid this storm, retreated 
beneath the house, where the cartridge ex- 
— doing considerable damage to the 
house. 


One of the most remarkable accidents is re- 
ported in the English Blue Book of the year 
i905, as happening at Wheatley, near St. Paul, 


inn. Itis stated that a farm-hand drank a 
small bottle of nitro-giycerine on a wager. He 
was subsequently found by the roadside dead 
and frozen. ‘The corpse was placed in an out- 
building near a stove in order that it might be 
thawed, when the nitro-glycerine tosthe the 
corpse exploded and sonal the building, 


The sales department distri- 
butes a little schedule of “Don’ts” 
to dynamite consumers that has 
been very effective as an adver- 
tisement, and in preventing acci- 

(Continued on page 6°. 
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Some years ago the wise ones would 
wag their heads Sagely and tell you 
in perfect confidence, that the weekly 
idea was ‘‘a dead one.” 

It was rather unkind to upset this 
little theory 

However, it is now generally con- 
ceded that THE SATURDAY EVENING 
Post is as live as a live wire. 

It has more men readers than any 
other publication whatsoever in America. 


If you have a message which is 
worth saying every week, or every two 
weeks, or perhaps even less frequently, 
to our four million readers, it will not 
take long to show you that THE Post 
has vitality aplenty. 


THE CurRTIs PUBLISHING COMPANY 
PHILADELPHIA 








BosTon CHICAGO BuFFALO 





New YORK 
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dents. The company also makes touch with hunters all over the 
explosives like Nyalite that are world. 

comparatively harmless even in A very large item of expendi- 
the hands of ignorant persons. ture is that for calendars and 
Nyalite, for instance, may be cards to be displayed in country 
pounded on an anvil or burned stores. Wherever there is game 
without danger, needing a de- to attract hunters, there will the 
tonator for its explosion. Until duPont lithographed advertising 
very recently it has been the du- matter be found. Every year the 
Pont policy to maintain silence company purchases appropriate 
regarding processes and products game and hunting paintings, and 
so far as the general public is has them reproduced in colors, re- 
concerned. A number of dis- gardless of cost, for distribution 
asters have attracted wide public around the shooting districts. 
attention to explosives in this The advertising manager for 
country the past two or three the duPonts is J. T. Skelly, and 
years, however, and to give cor- its publicity is now planned and 
rect information the broadest cir- placed by the Hampton agency, 
culation possible the duPonts New York. 

have reversed this policy, and 





through their _technical depart- SPREAD IT THICK. 
ment now furnish the press with in the United States to-day there 
data on powder subjects, are about 90,000,000 people. To reach 


Advertising to the general pub- them with a single penny letter would 


. . : 4 cost over $900,000. In the case of 
lic, chiefly in magazines, centers ordinary advertised: articles—articles 
on the wide range of sporting that can be bought in the stores—how 
powders made by the company. far would such an expenditure go to- 


DuPont Smokeless, New Schultze, ae the manufacturer a 
New E. C. Improved and In- Yet no_ $900,000 advertising cam- 
fallible Smokeless are some of the — ae fail of oe bf ~— 

: : orce of it wou establis or the 
leading brands for = 7“ shot manufacturer an immense national sale. 
gun use. — When the shooting Magazine space, newspaper space, 
season begins in early summer, street-car space is an exceedingly ex- 
full-page ads for these brands pensive commodity when you figure it 


: - ° by cost of space instead of by cost 
appear in a wide list of maga- per sale and per cent of population. 


zines, and run until it closes late To the average new advertiser $10,000 
in autumn. Readers are invited for national publicity looks like a large 


. sum of money till he figures how 
to send caliber and make of arms, much it covers. With a penny letter 


and the company forwards de- $10,000 would enable him to reach 
scriptive literature to fit each in- oe as, ——— — The — 
“paiea . mount in national mediums wou 
quirer's needs, showing the uses lace his message in the hands of at 
of the various brands, the amount least ten million people.—Presbrey’s 


of load to employ for various Little Book. 


kinds of game, and so on. Com- —_+++—_—_ 

pilations of game laws for vari- URGING CUSTOMERS. 

ous States are also published, Honest salesmanship is a dignified 
with like information. Charts business, undue urging is obnoxious to 


ae : the buyer and success does not impl 
and wind-indicators are issued, asking "oan +i 


and some of the advertising mat- But the fact remains that a_ certain 
ter is of character so useful that amount of urging in course of solicit- 


sag ing an order is good policy, and is not 
it 1s regularly sold to sportsmen. objectionable to the customer. Here 
The company has in its employ is where the personal work of the 
many of the famous professional a has ay por rane of 7 
. ind of printe manship. 
trap-shooters, such as Fred Gil- salesman in close trade with the pros- 
bert, J. A. R. Elliott, Squires, pective buyer knows instinctively, if 
Herr and Germain. Other liter- he is up to his — Se and how far 
. : ifie. it is wise to urge immediate action. 

ature 1s designed - hg rifle By urging is not meant asking a 
range shooters an 1g Same favor of the customer, but a touch of 
hunters. National Guard rifle persuasion adroitly brought i is not 

i unpleasing to the prospective buyer, is 
matches are gegen = effective and need not compromise the 
advertising in the leading sport- dignity of the house or its representa- 


ing journals puts the company in tive.—selling Magasine. 
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If you should ask any 
intelligent Philadelphian 
how to make your adver- 
tising appropriation do you 
the most good in Phila- 
delphia the reply un- 
doubtedly would be “Place 
it in The Bulletin,” 
because, “Jn Philadel: 
phia nearly everybody 


reads The Bulletin.” 


NET AVERAGE FOR JUNE 


238,964 copies a day 


“The Bulletin’s” circulation figures are net; all 
damaged, unsold, free and returned copies have 
been omitted. 


WILLIAM L. McLEAN, Publisher 
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WHEN BLACK TYPE IS 
USEFUL. 


So much has been written 
about the value of white space 
and tasteful display in advertis- 
ing, that doubtless many adver- 
tisers believe black type is never 
justified under any circumstances. 

The advertising manager of a 
New York retail store had oc- 
casion to write a special sale an- 
nouncement recently. Some high- 
grade goods in one of the lead- 
ing departments in this store—it 
does a strictly high-class trade— 
were to be closed out at large re- 
ductions. The advertising man 
wrote the ad and submitted it to 
the buyer of that department. It 
met with the latter’s approval in 
all .save one respect. 

“T see you have been careful to 
write this announcement without 
using the word ‘Sale,’” com- 
mented the merchandise man. “I 
will ask you to put it in some- 
where at the top, and in large 
type, and with an exclamation 


point after it, if you please. There 


is something about the word 
‘Sale!’ that both attracts and con- 
vinces readers. I know it is hack- 
neyed. But the word ‘Bread,’ 
though hackneyed, is used in con- 
nection with the staff of life 
every day, and when we have a 
special sale we must plainly call 
it a sale in the advertising.” 

On the same principle, there 
are occasions when the blackest 
type may be employed to advan- 
tage in advertising. 

A mail-order house selling in- 
cubators through magazine ad- 
vertising, for instance, uses fac- 
simile typewritten letters in its 
follow-up of inquiries, sending 
two the first week, one the sec- 
ond, another the third, and a 
fourth one after a full month 
has passed without an order. Six 
months later another letter is 
mailed with a special offer. If 
that fails to bring an order, then 
the house waits six months more, 
and when a year has gone by 
sends—another letter? No. A 
great printed broadside, as big as 
a one-sheet poster, making a 
special offer in the biggest, black- 
est wood-type conceivable. It is 


said that experiments with this 
poster-circular and with fac-simile 
letters have demonstrated that the 
former will bring more orders. 

Why? 

Probably because the bold dis- 
play gave special emphasis to the 
fact that a special offer. is being 
made. The dress of this circular, 
being of startling character, con- 
veys the idea of “something do- 
ing.” Perhaps, too, the black 
type convinces a class of inquirers 
who are not moved by neater 
typography. 

One of the New York agencies 
makes such persistent use of 
straight pica arguments for its 
clients that its work is not only 
distinguished at sight, but an ob- 
server lately made the comment 
that all the ads of all this agency’s 
clients look pretty much alike. 
Consequently, when it gets a new 
account and begins running an- 
nouncements in the same old 
style, there is a very good chance 
that hundreds of readers pass the 
new proposition by under the 
impression that it is merely 
another ad of one of this agency's 
old clients, whose proposition has 
been read and re-read in that 
particular dress, and with which 
the reader imagines that he is al- 
ready thoroughly familiar. 

A review of the work of a 
half-dozen of the largest advertis- 
ing agencies in this country 
shows that virtually all employ 
display freely, and some very 
black display at times. Far from 
sticking to one face of type, the 
agencies that place the most busi- 
ness, and which therefore are to 
be .presumed most _ successful, 
utilize bold typography to give 
each client’s advertising its dis- 
tinctive note, so that it will not 
be mistaken for any other client’s. 

Undoubtedly there is a large 
portion of the public that likes to 
read black type announcements, 
and which is most impressed and 


convinced by them. Genteel typo- 


gtaphy carries its own emphasis 
with the classes, who recognize 
good taste and feel the force of a 
well-told advertising story in 
quiet dress. But it must be re 
membered that the classes are a 
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limited section of the whole pub- 
lic—perhaps less than ten per 
cent. It takes quite a little ex- 
perience, culture and judgment to 
get the full force of a “classy” 
advertisement. Where the classes 
recognize strong diction, the 
masses gauge largely by strong 
gothics. The bigger the type 
with them, the bigger the offer. 

A New York clothing house, 
selling through several stores, and 
catering to the  popular-price 
trade ($10 to $25 for suits and 
overcoats), has found through ex- 
periment that the jumbled prod- 
uct of the mewspaper printer 
pulls better than a carefully ar- 
ranged ad set by a master artist 
in types. The advertising mana- 
ger of this house does not pre- 
sume to say why. But he knows 
that the thing is, and observes it 
in advertising. 

Before adopting a neat, lady- 
like typography in advertising— 
and especially retail publicity—it 
is always safe to experiment a 
little with both kinds. For, while 
a word to the wise is enough 
with the classes, and a whisper is 
better than a shriek, still the 
greater part of the public seems to 
want to be shouted at. One public 
wants a cleverly counterfeited 
circular letter. The other wants to 
be talked to through a mega- 
phone. Advertisers usually de- 
termine in their own minds what 
is most pleasing .to themselves, 
and: then adhere to one style or 
the other. But very often a little 
experimenting might show that 
just the opposite was best. 


THE top pinnacle of faith, or in- 
nocent credulousness, has been recent- 
ly defined as follows: Buying a_ hair- 
restorer of a bald-headed druggist, or 
barber. 











The May sworn circula- 
tion statement of THE 
RECORD- HERALD shows 
an average daily circula- 
tion 

EXCEEDING 

151,175 COPIES 


THE RECORD-HERALD 
is confident that it has a 
larger circulation than any 
other two-cent paper, 
morning or evening. 

It challenges an investi- 
gation if the assertion is 
questioned. 

The average circulation 
of THE SUNDAY RECORD- 
HERALD in May exceeded 
216,550 copies each issue. 














The German Weekly 
of National Circulation 


Lincoln Freie Presse 


LINCOLN, NEB. 
Circulation 149,281. Rate 35c. 








a minimum of expense. 


The first six months of 1907 have been the greatest six months in the history of 


Che Des Moines Capital 


Every year the CAPITAL grows in circulation, advertising patronage, 
and in strength as a first-class newspaper. The CAPITAL, the past six 
months, has not only been first in circulation in Iowa, but has published 
more advertising without a Sunday paper than any competitor in the 


State, including the Sunday issues. 
Moines or Iowa, the Des Moines CAPITAL will get it for you and at 


. O’MARA & ORMSBEE, Brunswick Bldg., New York. 
Eastern Representatives { EE MER WILSON, 87 Washington 8t., Chicago, 
LAFAYETTE YOUNG, Publisher. 


If you are after business in Des 














To 
GERMAN BILLBOARDS. 


HOW BERLIN HAS REGULATED THEM, 
MADE THEM ARTISTIC AND USE- 
FUL, AND REVENUE-PRODUCERS— 
RIGHTS AND PRIVILEGES OF THE 
CONTRACTORS WHO LEASE THEM— 
EACH BOARD IS ALSO A MUNICs- 
PAL CUBBYHOLE AND STOREHOUSE. 


Billboards as known in the 
United States are absolutely pro- 
hibited in Berlin. Outdoor ad- 
vertising is confined to a system 
of neat pillars or columns on the 
edges of the sidewalk at the 
principal street corners or inter- 
sections. These round, hollow 
columns, called Litfass Saulen, 
after their originator, are sub- 
stantially built of iron and wood, 
about twelve feet high and three 
feet in diameter, the exterior 
having an advertising surface of 
from eleven to twelve square 
metres, The pillars, like those in 
Paris, are used chiefly for thea- 
ters and other places of amuse- 
ment, for the announcements of 
newspapers and periodicals, and 
for official municipal and State 
notices. They are a conspicuous 
feature of Berlin strect lite, and 
are consulted regularly by thea- 
tergoers and others. Considerable 
artistic cleverness is displayed in 
the arrangement of the different 
colored posters, which are mostly 
in the form of reading matter and 
not pictures, unlike Paris, where 
the poster girl takes such a prom- 
inent part. 

In April, 1901, the city adver- 
tised for bids for the privilege of 
erecting and using. these adver- 
tising columns within the muni- 
cipal limits for the term of ten 
years, and the successful bidders 
are paying to the city an annual 
rental of 400,000 marks, or $92,- 
500, payable quarterly. Accord- 
ing to the terms of the lease, the 
city covenanted not to grant a 
similar license to anyone else, 
making the privilege a monopoly. 
The contractors built the columns 
at their own expense, but both as 
to their design and location the 
approval of the police authorities 
had to be obtained, and they im- 
mediately become the property of 
the city, all repairs and proper 
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maintenance, however, being the 
duty of the contractors. 

The city has the right to use 
the interior of the pillars for 
municipal purposes, such as stor- 
ing utensils for street cleaning 
and sand for use in the streets, 
for switch apparatus, for public 
electric lights, for meters for 
electric street railways and for 
other purposes. These columns, 
therefore, are provided with doors 
and locks, and the contractors 
have to keep the interiors proper- 
ly ventilated and free from mois- 
ture. Each column must also 
have distinctly marked on _ its 
upper portion the number of the 
city district and of the »olice 
station, the nearest post and tele- 
graph office, the nearest fire 
alarm station, the nearest sani- 
tary station, the nearest accident 
station and the nearest relief sta- 
tion. Delay in- payment *or vio- 
lation or neglect of any condition 
by the contractors renders them 
liable to a fine of up to 1,000 
marks, or $238, and may even 
cancel the lease. A bond for 
50,000 marks, or $11,900, was 
exacted for the fulfilment of the 
terms of the contract. The con- 
tractors have the exclusive rights 
to use these pillars for advertis- 
il. purposes, subject, however, to 
certain conditions. 

The charges for 


advertising, 
which are regulated by the Berlin 
authorities, are according to the 


space occupied, the maximum 
varying from nine to fifty nine 
cents a day, the latter being for 
a space of nineteen by twenty- 
nine inches. For placards larger 
than this the charges are in pro- 
portion. All placards must be 
approved by the city authorities 
before being posted. The con- 
tractors must keep a record of ap- 
plicants for advertising space, 
and, with the exception of cases 
of great urgency, the applicants 
must be served in their proper 
order. The city authorities have 
the right at any time to post such 
official notices as may be required, 
and for this purpose a_ special 
shade of red paper is used, and 
no private advertisers may, there- 
fore, use this shade. The post- 
ing of bills on the pillars must 
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always be done at such time as 
to cause the least possible inter- 
ference with the street traffic, and 
is therefore usually done at night. 

Besides these Liftass Saulen, 
the city of Berlin has also leased 
thirty “Uurania” columns for ad- 
vertising purposes for an annual 
rental of 15,000 marks, or $3,713. 
These columns are somewhat 
more elaborate than the others, 
being solidly constructed of iron. 
The height is the same, but the 
city, of course, has no use of in- 
teriors. They generally containa 
large clock and _ various local 
official notices, and the advertise- 
ments slowly revolve behind glass 
windows. 

No promiscuous filling up of 
scaffolding on new buildings with 
advertisements is permitted in 
Berlin. The owner of a building 
may paint any exposed portion of 
it with signs, or hang out signs, 
but permission must first be ob- 
tained from the police depart- 
ment. At the present time, as in 
America, many colored, chang- 
ing, electrically illuminated signs 
on the tops and on the entrances 


of buildings are much in vogue, 
so that the business and theatri- 
cal part of the city in places is 


dazzlingly brilliant at night.— 


Boston Transcript. 
pic apices 
A UNIQUE ADVERTISING AGENCY 

The proprietor of a large advertising 
agency remarked that he had never been 
employed by a publisher or advertising 
company previous to the establishment 
of ‘his own business. This surprising 
statement led to further questions 
which brought forth the following in- 
formation: 

While at college he assisted the ed- 
itor of the college paper and wrote ad- 
vertisements for local advertisers, Drug- 
gists seemed less capable of writing 
good copy than other high-class local 
advertisers. With this point in view, 
and having studied pharmacy, he @ir- 
cularized a selected list of retail drug- 
gists offering to furnish copy by mail. 
The plan proved profitable. With this 
encouragement a circular letter cam- 
paign was started and gradually ex- 
tended across the continent. Approxi- 
mately 4,000 customers have patronized 
this business since it was begun, and 
fifty per cent of this number are act- 
ually using copy from this house at 
the present time.—Advertisers’ Alma- 


nack, 
> 


Tuere would be no profit in owning 


a gold mine if somebody else didn’t 
want gold.—Burba’s Barbs. 


II 


Success Magazine 
A Periodical of American Life 
New York 


The word “Success,” as employed 
to denominate this magazine, does not 
mean success in accumulating dollars, 
or in rising to places of power over the 
bodies of our fellow men, or in doing 
any of the things that benefit the few 
at the expense of the many. It stands 
for a success in the greater—we might 
say national—sense, an individual life 
that means something, a family life 
that is wholesome and pure, and con- 
ditions of government that represent 
the best interests of the whole people. 


A staple and reliable medium for 
national advertisers. 

Advertisements in “Success Maga- 
zine” are placed next to reading, 
where they must be seen and read. 
We take standard magazine copy. 


Fh [lots 


Advertising Director 
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A statement issued by the Assistant 
Postmaster-General shows that there 
are now 37,000 rural delivery routes 
in the United States. The largest num. 
ber in any commonwealth is credited 
to Illinois, which has 2,775. Closel 
following the leader are Ohio wit 
2,492, Iowa with 2,303, and Indiana 
with 2,130. Pennsylvania is the only 
other State with more than 2,000. If 
to the Central Western States, mention- 
ed there are added the showings for 
Michigan, Wisconsin, Minnesota and 
Missouri, the total of routes is more 
than 17,500. 

Figures indicating the amount of 
business handled seem to show an in- 
creasing popularity. Thus there are 
reported to be forty-six routes on 
which more than 15,000 pieces of mail 
are handled every month, ten of these 
having a record of over 20,000 pieces. 

Taking the country over, the average 

number of pieces of mail handled on 
a rural route each month is 4,425, a 
gain of twenty per cent over the show. 
ing of a year ago, when the number 
was 3,688. What is more encouraging 
is that few routes show any falling 
off, the gain being general. 
. Another interesting item which re- 
flects the appreciation of the conven- 
ience which the system has for the peo- 
ple of the rural districts is the report 
of the number of- money orders issued 
by the carriers. There has been a 
gain in this respect of about twenty- 
five per cent, the average being 685 a 
month, as opposed to 548 a year ago.— 
Commercial Union, 
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THE FALLACY OF SUMMER 
DULLNESS. 


The advertiser in any line who 
meekly accepts the notion that 
summer is a time when every- 
body is taking a rest, and little 
money is being spent, and there- 
fore stops advertising, makes the 
error of shaping his business 
policy by something that is large- 
ly a popular fallacy—not well 
grounded in fact. 

In retail trade the old-fash- 
ioned dry goods store observed 
this summer dullness festival, 
with the result that little business 
was done from spring to fall 
selling. But through energetic 
advertising, combined with skill- 
ful merchandising, August has 
been made an important sale 
month by modern’ department 
store managers. 

The windows of a few blocks 
of residences in the swell part of 
town may be boarded up in July 
and August. But this only in- 
dicates that the owners are away, 
spending more money than they 
would at home, and spending it 
in unaccustomed channels. Ad- 


vertising is necessary to get this 
expenditure, whereas that of the 
same people at home, during the 
rest of the year, is often secured 
through mere trade organization. 


Summer is the great travel 
season, when railroads, steam- 
ships, trolley lines, hotels and re- 
sorts all do their heaviest busi- 
ness. 

Summer is the time when pri- 
vate schools are considered. 

Summer brings everybody into 
the suburbs, country towns and 
resorts, and thus makes the home- 
owning question direct and vital. 
It comes right between the spring 
and fall selling season in real 
estate. He is a wise realty man 
who continues his advertising and 
his activity through July and 
August. 

People continue eating, drink- 
ing and smoking through the dog 
days. For the retailer, it is a 
time to advertise for patronage 
that change of residence has 
swept out of its accustomed chan- 
nels, and for the manufacturer a 
time to put forward everything 
in the line of a food specialty or 
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staple that is dainty, tempting, of 
high quality. 

The plumber will tell you that 
summer is a season for hundreds 
of small repair jobs, and the car- 
penter, painter, etc., that most 
householders select this season to 
have tinkering done about their 
homes with the least annoyance. 
Upon these minor repairs the ac- 
tive advertiser in such lines 
builds bigger business—orders 
for a whole new bathroom equip- 
ment from the man who only 
wanted a new pipe put in, and 
orders for an addition from the 
householder who wanted a floor 
planed. 

Neither the retailer nor the 
manufacturer can afford to be a 
victim of the summer dullness 
fallacy. Look over the daily pa- 
pers and see the live merchants 
in every town who continue their 
daily offerings through July and 
August. It doesn't appear as 
though everybody had gone out 
of town. Look into the maga- 
zines and see, not merely the 
campaigns of general advertising 
that run straight through the 
summer, but many that run heav- 
iest in dog days. Some of the 
most notable successes of the 
past few years have been made 
by manufacturers of summer 
specialties. B. V. D. hot weather 
underclothing for instance. And 
the colored hat-band. 

Nowadays all advertisers are 
willing to plan advertising in the 
hot season, whereas a few years 
ago few would think of it or dis- 
cuss it until autumn came. A 
few years from now the whole 
advertising world may have 
learned, like the few more en- 
terprising advertisers, that sum- 
mer is also an excellent time to 
advertise. If it is a time of dull- 
ness, the merchant and manufac- 
turer are largely instrumental 
in making it so. 

—_——_+~)—____ 

Queer pranks with the English 
language do not necessarily make good 
advertising, and anything which is cal- 
culated to detract the mind of the 
reader from business, and gets him to 
wandering off in admiration of your 
cleverness, is leading a possible ‘cus- 
tomer away from the point instead of 
leading him to it.—Booklet of the 


Stone Printing and Manufacturin 
Co., Roanoke, Va. - 
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CARRYING WATER ON 
BOTH SHCULDERS. 





The man who has actually tried 
this feat, and only he, can have 
a clear idea of the difficulties en- 
countering the pharmaceutical 
house that endeavors to exploit 
both the physician and the laity; 
but, difficult as is the task, there 
are apparently very few manu- 
facturing drug houses in _ the 
country that are not attempting 
it. Indeed the editor of one of 
the leading medical journals, Dr. 
W. C. Abbott of the American 
Journal of Clinical Medicine, has 
said, in a late issue of his paper, 
that there is only one drug house 
in the United States that is not 
trying to accomplish, metaphor- 
ically, this acrobatic feat of 
carrying water on both shoulders. 
The name of the single excep- 
tion Dr, Abbott was not too mod- 
est to mention. Whether or not 
this testimony is absolutely cor- 
rect is a matter for painstaking 
and expert investigation, an in- 
vestigation that does not concern 
Printers’ INK closely. There is 
no doubt, however, that the evi- 
dence is strongly in Dr. Abbott’s 
favor, as almost any one who 
knows the drug world even 
slightly can testify. 

The manufacturing pharmacist 
of America exists primarily and 
ostensibly for the purpose of 
manufacturing drugs and drug 
preparations that are to be dis- 
pensed, either by the physician 
himself or by the druggist, on 
the physician’s prescription. Most 
of these manufacturers also pro- 
duce toilet articles, such as tal- 
cum powders, face creams, tooth 
powders and pastes, etc. for 
such work falls naturally to them, 
as they are of course well equip- 
ped by training to carry on such 
manufacture. 

All of this is considered by the 
physician as legitimate. He wants 
the drug work done by skilled 
specialists and he does not care 
who makes the toilet articles. But 
when the manufacturing pharma- 
cist begins to exploit the public 
with medicines the medical man 
feels that he “has a kick coming” 


and he proceeds to kick, and that 
vigorously. 

The exploitation of the public 
by the reputed ethical drug houses 
is attempted in a variety of ways. 
Some houses there are which 
make a number of special prepar- 
ations, and advertise them frank- 
ly and simultaneously to the 
medical profession and the laiety. 
In some cases this is considered 
by the profession as allowable, as 
for instance in the case of foods 
and disinfectants. No society of 
physicians would object to the 
proprietors of Eskay’s Food or of 
Platt’s Chlorides advertising in 
both medical journals and the 
daily press. Such products are 
considered inherently valuable, 
and either not at all or little 
likely to be abused by even ignor- 
ant users, 

In other instances, frank ad- 
vertising to both physicians and 
the public is like the frank way- 
ing of a red rag in the face of a 
bull. Such a red rag is the Kut- 
now's Powder full-page advertis- 
ing in the English secular papers, 
denounced by physicians as an in- 
sult to the profession, flaunted 
brazenly before the doctor at the 
very time the handlers of this 
remedy in America are seeking 
by medical journal advertising 
and by personal canvass to per- 
suade the physicians of this coun- 
try to prescribe Kutnow’s Pow- 
der. Some other manufacturing 
druggists frankly reach both 
physicians and laity by maintain- 
ing order formula departments in 
which are made up any medicinal 
formulas that may be brought in. 
Such houses employ _ solicitors 
whose duty it is to get business 
from all who may wish special 
formula work done, whether 
these are reputable physicians, 
druggists, “quack” doctors or 
patent medicine houses. This 
practice is followed by houses of 
the very highest standing. It is 
defended even by many pbhysi- 
cians as being “business,” al- 
though it is severely condemned 
by others. 

Some houses operate under 
what is practically two firm 
names; one a name that goes be- 











Vg 
fore the medical profession and 
that is kept free from anything 
that savors of quackery; the other 
a name that is known at least to 
the drug trade as standing for, in 
some cases, complete lines of the 
quackiest kind of quackery; in 
other cases, for well-made lines 
of open-formula remedies intend- 
ed as replacers for the secret- 
formula advertised “patents.” 
There are firms in this country 
which are deservedly in the fore- 
front of the army of pharmaceu- 
tical progress, whose favor is 
courted by medical societies, 
whose advertisements are sought 
by the mest select and_hair- 
splitting medical journuls, whose 
incense is as a sweet. smell- 
ing savor in the nostrils of the 
high priests of medicine, firms 
which raise such a stench under 
some other firm name as to make 
the publisher of the rankest med- 
ical journal in existence hold his 


nose in horror. 
Another method adopted by 
so-called reputable and _ ethical 


drug houses is to so label and 
circularize certain of their spec- 
ialties as to make the directions 
and uses plain to the public, and 
so to lead the laity to add such 
specialties to their list of favored 
patent medicines. This has been 
a favorite method of many of the 
houses of the highest grade. Such 
houses have even gone so far as 
to seek window displays of their 
, specialties, where gallon bottles 
with labels of fitting size, setting 
forth the merits of the goods, 
come beneath the eye of the med- 
icine loving public. The litera- 
ture accompanying the smaller, 
prescribed sizes, of these special- 
ties is written so as to be instruc- 
tive to physician and layman 
alike. This method has, for the 
last year or two, been adopted 
by a house that was. founded on 
an ultra-ethical basis, and that for 
years was held in ‘high esteem 
and deservedly so, by the medical 
profession, as not only making ex- 
cellent goods but as being parti- 
cularly true to the doctor in its 
advertising methods. This firm 
now puts out a booklet, addressed 
it is true to physicians, but so 
written as to describe very sim- 
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ply and plainly the indications 
and directions for the use of up- 
wards of two hundred medicinal 
preparations. This booklet is in- 
tended to reach the public. 

Things are changing in the 
medical world from the advertis- 
ing men’s point of view. This 
change is due to the necessity of 
adapting present-day advertising 
to present-day conditions. The 
conditions that obtain to-day date 
from little more than two years 
ago, although the upheaval due 
to the pharmaceutical and medi- 
cal society outcry against fraud, 
aided by the national govern- 
ment, through the Bureau of 
Chemistry of the Department of 
Agriculture, and brought vividly 
and directly to the knowledge of 
the public by such papers as the 
Ladies Home Journal and Col- 
lier’s, may have been simply the 
climax of an eruption for which 
preparation had been going on 
for years. These present-day 
conditions have a distinct legal 
aspect that is very important. 
Practically all labels have had to 
be revised and literature rewritten, 
even though the old labels and 
literature were strictly according 
to truth. It had not been con- 
sidered wise by many houses to 
give full formulas to the public, 
particularly where a part of such 
formulas consisted of drugs like 
cocaine, or where the preparation 
contained some poison. Now the 
label must contain the names of 
a certain list of poisons or habit- 
producing drugs, and the public 
must bear the responsibility it 
the preparations are used in ways 
other than those intended by the 
n.aker. All this, of course, in- 
volves an immense expense and 
a corresponding increase in the 
income of the man who has the 
— and literature changing to 
oO. 

Present-day conditions also 
call for greater honesty on the 
part of the drug manufacturer as 
regards his published statements 
of the merits of his goods. Peo- 
ple are becoming distrustful of 
the extreme claims made by 
many houses, and are coming to 
think that the man who lies in 
his literature will probably lie as 
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to the formulas of the goods he 
sells. The postal department is 
also looking more closely into the 
literature that is going through 
the mails and is insisting that 
this shall be more strictly in ac- 
cord with the truth than some 
that has been published in times 
past. Lastly, those houses which 
are still earnestly attempting to 
hoodwink the medical profession 
are finding it necessary to re- 
write their literature in order 
that, if possible, it may pass the 
censorship of the profession and 
at the same time be sufficiently 
plain to the laity that the general 
public may not feel that they are 
being overlooked. And all this 
means work for the man who can 
do the work, for the adman who 
can meet the present-day de- 
mands of the present-day con- 
ditions. 

The drug manufacturer who 
understands these present-day 
conditions realizes that the old 
fake preparations and fake claims 
are passing out of favor, and 
that there is a place for reliable, 
honestly-made preparations in the 
public favor and for _ honestly 
written medical advertising. This 
realization on the part of the 
manufacturer is having the ef- 
fect of tempting the hitherto 
ethical house to cut out the doc- 
tor from his plans and to boldly 
bid for public favor. Some are 
yielding to that temptation—have 
yielded to it. Some, on the other 
hand, their competitors, having 
forfeited the regard of the phy- 
sicians, now see a chance to 
make a profit by being what they 
have claimed to be, i.e., ethical, 
and so will endeavor to honestly 
deserve the good will of the med- 
ical profession. From the ad- 
man’s point of view there is only 
reason for rejoicing, for every- 
body wants everybody else to 
know of his intentions and so 
printers’ ink will be used, and 
space will sell and pens and 
brains will be busy. The skilled 
medical copy writer will have 
work to do, and especially that 
man who can win the confidence 
of his reader, whether profession- 
al or law, and, having won his 
confidence, can tell the story in 


Advertise 
in the South 


The rich-growing territory, with 
more than 25,000,000 consum- 
ers, or more than four times as 
many as the whole of New 
England. 

Why not spend four times as 
much in the South as in New 
England? 

The South’s wealth has increased at 
the rate of $7,300,000 per day for the 
past twelve months, 

A ripe field for establishing a trade- 
mark and demand. 

We know the South and the meth- 
ods and mediums for reaching the dif- 
ferent classes of people. Write now 
for additional factsand a call from our 
Eastern representative. 


Richmond Advertising 
Agency, Inc. 
Mutua BvuILpDiInG 

RICHMOND 
Virginia. 











such a way as to entice the dol- 
lars from his pocket. 
E. S. BARKER. 
—_—_+1or- 
A TROJAN’S PRAISE. 
CHAMBER OF COMMERCE, 
Advertising Department, 
Bert E. Lyon, Chairman. 
Troy, N. Y., June 28, 1907. 
Editor of Printers’ INK: 

I am very glad indeed to renew my 
subscription to your publication for 
another year. It doesn’t make much 
difference in this old world of ours 
how often we are told of the good 
things we do, providing it is coming 
to us. So I want to add my little con- 
tribution and say that Printers’ INK 
goes right to the core of things of 
which it treats. 

Success to you. 

Very truly yours, 
Bert E, Lyon. 


—_+o>—_—_- 
MOSQUITO WINDOW. 

In the show window of S. D. Woodl- 
ley, the druggist, at Main and Central 
avenues, Ocean Grove, there is an in- 
teresting exhibit. In a jar the de- 
velopment of mosquitoes from the 
larva to the final result is shown. The 
jar is tightly covered so that the in- 
habitants of Ocean Grove need have 
no fear that these specially breeded 
“Jerseys” will do any work in their 
midst.—Asbury Park (N. J.) Press. 
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A Roll of H 7 
No amount of money can buy a place in this list for a paper not having the | 
Tequisite qualification. - 
Advertisements under this are ted from publishers who, accord- tro 
ing to the 1906 issue of Rowell’s American Newspaper Directory. have submitted for 
tnat edition of tne Directory a dauiy signed and datea, ¢ 
also from publishers wno for some reason “failed to obtain a figure rating in the 1906 oir 
Directory, but have since supplied a detailed cir as described above, tio! 
covering a period of twelve months prior to the date of making the statement, sucn state- TR! 
ment being availabie for use in the 1907 issue of the American Newspaper Directory. Cir- ing 
culation figuresin the ROLL oF Honor of the last named cnaracter are marked with an (:{ ). 
J 
These are generally regarded the publishers who believe that an advertiser has a right Av 
to know what he pays his hard cash for. 
J 
me 
The full meaning of the Star Guarantee is set forth in Rowell’s American : 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation ; 
would ever for a moment consider the thought of securing and using the Guarantee Star. in 
AMA New Haven. Union. Average 1906, aSa8, , 
ALAB “4 First 3 mos., 07, 16.582. E. Katz, Sp. Agt., N.Y, , 
Birmingham. Ledger, dy. Average for 1906, nirsielinide de 8! 
22,419. Best advertising medium in Alabama. New London, Day, ev'g. Aver. 1906, 6,104, 
Montgomery, Journal, dy. Aver. 1906, 9,844. | 7" for May, 6,546. E. Katz., Sp. Agent, N. ¥. P 


The afternoon rome newspaper of its city. 


ARIZONA. 
Phoenix. Republican. Daily aver. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 
ARKANSAS. 


Fort Smith, Times. Evening (except Sat. pees 
Sunday morning. Daily averaye 1906, 4,228 


reo ae agg 


and, Herald. Average 1906, 

19,008, May, 1907, 27.965. Onty Cali- 

fornia daily circulation guaranteed by 
Rowell’s Directory. 


n Fr 4 Sun mo M y~ i naar: 
lterar ; 192 to pages, 5x8. verage circula- 
tion p= AB months ending "Jule, 1907, 91,428. 
Home Offices, Flood Building. 


COLORADO. 


Denver, Post. New people—new homes—new 
needs—all supplied by the “Want” columns ot the 
Denver Post. Cir.—Dy. 60,999, Sundeys6,7 28, 


&@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 

fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport, Evening Post. Sworn dy. av. '06, 
11,268, 


Bridgeport. Morning Telegram. daily. 
Weiss yor June, 1907, sworn. 11,018. 





You can cover Bridgeport by usin 
Telegram only. Kate, ‘ike. per line, flat. 


Meriden. Journal, evening. Actual arerage 
Sor 1906,7,580. First four months 1907, 7,784. 


Meriden. Morning Record and Republican, 
Daily average for 195, 7,578; 1906, 7.672. 


New Haven, Evening Register,dy. Annual 
sworn aver. for 1906,14.681; Sunday, 11,662. 


New Haven, Palladium. dy. Aver. /905,%,686; 
1906,9,649. E. Katz, Special Agent, N. ¥. 





Norwalk. vening Hour. . Hour. Daily average guar- 
anteed to exceed 5.108. Sworn circulation 
statement furni. 


Norwich. Bulletin, morning. Average for 
1905, 5,920; 1906, 6,559; 559; June, 1907, 7,259, 


Waterbury. Republican. ¢ dy. Aver. for 1905, 
5.648; 1906, 6.95 La Coste & Maxwell. 
DISTRICT OF COLUMBIA. 
Washington, Evening Star, daily and Sun- 
day. Daily averaye for 196. 85.577 (©©).- 
FLORIDA. 
Jacksonville, Metropolis, dy. Average 1906, 
9,482. Mar. 07. 10.000, Z. Katz, Sp. Agt, N.Y. 


GEORGIA. 


Atlanta. Journal, dy. Av, 1906,50.857. Sun- 
day 57.988. Semi- -weeicly 74.916, The Jour- 
nal covers Dixie like the dew. 


ILLINOIS. 


Aurora. Daily Beacon. Daily avera r 
1905, 4,580; 1906, 6,454. ” winen 


Cairo, Citizen. Daily ave 1906, 
1,427. ‘ 


Chiengo, Bakers’ Helper, monthly ($1.00) 
Bakers’ Helper Co. Average Jor 1906, 4,017 (@@) 





Chicago, Breeders’ Gazette, w: 00. Aver. 
circulation for year 796, 70.000. 0. ‘— - 


thieugo, Dental Review, monthly. Actual 
average for 1905, 8,708; for 1906, 4,001. 


Thicage, Examiner. Average 


G49, 846 Sunday, 
178,000 Daily. 
Guarantees larger circulation in 
city of Chicago than = two 
other a papers combined. 


rtificate from Association 
of a Circus - vertisers 
on ort Sund , 681. 
& “Ye AE C7) ee. 81 
Absolute “correctness 4 ieat careaisidon rat- 
ing accorded the Chicago Examiner is guaran- 
teed by by the publishers oot Rowell’s Newspaper 





iene Journal Amer. Med. Ass’n, kly, 
Average Jan., Feb., Mch., April, 1907 30,562, . ” 
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and, having 1 won his “Terseys” 
pall - Atel ll the story in midst.—Asbury Park (N. J.) 
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Ohieago, Record-Herald. Average 196, daily 
141,748; Sunday 211.611. Average April, 
1907, daily 151,648; Sunday, 216,872. 
ga The absolute correctness of the latest 

circulation rating accorded 

the Chicago Record-Herald 

is guaranteed by the pub- 

lishers of Rowell’s American 

Newspaper Directory, who 

will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 


Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 


tion of ay morning newspaper in Chicago. The 
ping ~ the oniy Chicago newspaper receiv- 
ing (@O©). 


Joliet, Herald evening and Sunday mecelng. 
Averaye for year ending April 30, 1907, 7,871. 


Peorta, Evening Star. Circulation guaranteed 
more than 21,000. 


INDIANA. 


Crawfordsville. Journal. Biggest circulation 
in 9th district. Dy. anu wy. averuge, 1906, 5,378. 


Evaneville. Journal-News. Ar. for 1906, 16.- 
899. Sundays over 18.900. E. Katz, 8. A. ww. Y. 


Indianapolia, Up-to-Date Farming. 1906 av., 
174,584. Now 200,000 4 timesa mo.,75c. a line. 


Notre Dame, The Ave Maria. © oe ned weekly. 
Actual net average for 1906, 24.6 


Princeton, Clarion-News. daily Hare Lsaoetety 
Duily average 196, 1,501; weekly, 2,548. 


Richmond, -~ Evening Item, daily. Sworn 
average net paid circulution for five montis 
ending, May 3/, 1907, 5,816. A circulation of 
over 5,000 nteed in all 1907 contracts. The 
Item goes into 80 per cent of the Richmond 
homes. No street sales. 
$2 The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 
South Bend, Tribune. Sworn daily average, 
May, 1907, 9,7 v4. Absolutely best in South Bend. 


‘INDIAN TERRITORY. 


Ardmore. “Ardmoreite, daily. Arerage for 
906, 2,443, 


Bnckeges, Times Democrat. 1905, average 
2,881; average 1906, 5,514. EH. Katz, Agt., N.Y. 


IOWA. 


Burlington. Hawk-Eye, daily. Aver. 1906, 
8,764. “All paid in advance.” 


PR ena mport. Times. Daily aver. May, 13.098. 
Circulation in City or or total guaranteed greater 
than any other paper or no puy Jor space. 


Des Moines. Capital. daily. Lafayette Xoung, 
publisher. Sworn ave a ctrouraares Sor 

at. 751. Circulation, City and State, lorpest 

tn Iowa. More adr oritemne 7) of all kinds in 1906 

in 342isgues than any competitur in 365 issues. 

Rate 70 cents per inch, flat. 


Des Mol Register and Leader—dail. > 

day carries more Want” and local digpla 
other Des Moines or own 

prelodlation Sor Mar. dy. 80,722, 


Sunda: 
advertising 
paper. Average ci 





ee ee 


will do any work 


17 
Des Moines. Iowa State Register and Farmer, 
w’y. Aver. number cupies printed, 1906. 82,128. 





Sioux City. Journal. Daily average for 1906, 
oo“, s 28,705. Morping, Sunday and Evening 


Sioux Olty. Tribune, Evening. Net sworn 
ma average Loney 27.17 NG e a 
uu can cover Sioux City thoroug! usin; 
The’ Tribune only. It1s tubecribed for b f ~d 
tically orery family that a newspaper vi inter- 
est. owa paper that has the Guarun- 
teed Star. 


KANSAS. 


er, News. Daily 1906, 4. ee 
196,4.650, EH. Katz, Rees pee A gent, 


Lawrence, Wosld, evening evening and weekly. Copies 
printed, i#96, daily, Sos 29; weekly. Be O84. 


ar . 


Pittsburg, Headlight, dy. and wy. 
average Jor 1906, duily 5,96 2, weekly bot. 
KENTUCKY. 
Lexington. Leader. Ar. ’06., 157. Sun. 
6.798; Jan., 07, 5,356, Sy. 6, soe £. “Katz, 8. A. 


@wensboro. Messenger. Daily aver., 4 mos, 
ending Apr. 30, ’v7, 8.499; aver. Apr., 8, 702, 


MAINE. 


Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual averaye sor 196, 1, 271.952. _— 


Auguata. Rumadeee Journal, dy. and wy. 
Average daily, 196, 7.656, 


Bangor. Commercial. Average for 1906, dail 
9.695; weekly 28.073. won ri 
Madison. Bulletin, w. Cire., 1906, 1,581. 
Onty paper in Western Somerset Co. ‘ i 
PS as on! Maine Woods and ene. 
. Brackett Co. A: eruge Sur 196, 8,077. 


Portland. Evenin; 
daily 12.806. Sun 
MARYLAND. 


Baltimore, American, daily Average 1906, 
Sun., 77,483; d’y, 67.815. No return privilege. 


Express. Average for 1906, 
ty Teleyram, 8,041, 


Baltimore. News, daily. Evening News Pub- 


lishing wer - Averuge 16, 69.814. For 
une, 1907. 75.716 
The absolute correctness of the 


latest be nape rating accorded 

is guaranteed by the 

whlighere of Rowell's American 

lewspaper Directory. who will 

pay one hundred dollars to the 

, Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Beaten. Evening Transcript (O@). Boston’s 
tea table paper. amet schneti amount of week day adv. 


tet kkk 


Boston, Globe. Average 1906, daily, 182,986. 
Sunday 295.232. Largest circulation daily ot 
any two cent paper in the United States. Largest 
circulation ef any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 





Ww wrk & 


in their 
Press. 
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BOSTON POST 


verage for March, 1907. Boston Daily 
pax 240,148, increase of 6,465 over 
January, 1907; Boston Sunday Post. 
Mareh. 1907, 284,184, increase of 5,481 
over January, 1907. First New kngland paper 
to = in linotypes. First New England 
to put in the autoplate. Has in its big Slant 
the largest and most ex pensive press in the 
world, Leads Boston newspapers in amount 
of i business. “TheGreat Breakfast Table 
pons New knglana. ” Covers Boston and 
ew land more thoroughly than any other 
vaper. Bulk of its citeuiation delivered in 
omes of middle-class, well-to-do portion of com- 
y. 


The absolute correctness of the latest 
circulation rating accorded 
the Boston Post is guaran- 

celal teed by the publishers of 

AN Rowell’s American News- 

Maa paper Directory, who will 

pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 


We We & vr 
WR KKK 


Holyoke. Transcript, dail; daily. Act.ar. ogg year 
ending May, 1906, 7,839; 3 mus, v7, 7.84 


Lynn. Evening Item. Daily sworn av. year 
4906, 15,068; Jan., 1907, av. 16,017. The Lynn 
family paper. "Giscsiakson absolutely unap- 
proached in quantity or quality by any Lynn 
paper. 


Springfield, Current Events. Alone guar- 
antees results. Get proposition. Over 50.000, 


Woburn. News, evening and weekly. Daily 
ar, net paid cir, March, 1,528. Wkly, 1,481. 


Worcester, Evening Gazette. Actual sworn 
average for 1906,11,401 one daily; Feb., °07, 
16,806 ; March, 1907. 15.7 Largest evening 
s “Home” paper. Per- 
mission given A. A. A. fed examine circulation. 


W orecater. ay rie pete. daily (© ©). 
Paid average for 1906, 4,2 


MICHIGAN. 


Juckaon, Citizen-Press, Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It ——: more 
advertising and has the vers og 
net pelt circulation. No secrets. 
April daily at average. 7.786 








. Sworn state- 


Minneapolis. Farm, Stock and Fome, semi- 
Monthly. Actual average 1905. 87, aver- 
age for 1906, 100.266;: mos., 1907, 104, 100. 
The abs tute accuracy of Farm 
Stock « Home's circulation rating 
is guaranteed by the American 
Newspaper Dovestery, Circulation is 
at kagaeed conjined to the farmers 
f Minnesota, the Dakotas, Western 
Waseenaes and Northern Iowa. Use 
it to veuch section must proptably. 


ge tg Daily 
and Sunday( ). In 1906 aver- 
age daily circulution 74.054. 
Daily average circulation for 


May, 197. 7H,9S55. Aver. Sun- 
day civoutation: May, 1907, 7%.515. The ab- 
solute accuracy of the Journal's circulation 
ratings is guaranteed by the American News- 
paper Directory. It is guaran- 


teed to reach a greater number of 
©o the purchasing classes and gues 
into more homes thai any paper 


an its field. it brings results. 





Minneapolis, Svenska ye eed Posten. 
Swan J. Turnblad, pub. 1906, 52,010 


OIRCULAT’N Minneapolis Tribune. W 
J. Murphy, pub. Est. 1867. Old- 
est Minneapolis daily. The Sun- 

GUAR day Tribune average per issue 

TEED Sor the year ending December, 

‘ 1906, was $1,272. The dutiy 

Tribune average per issue for 

= a the year ending December, 1906, 
tory. was 103,164. 


St. Paul. PioneerPress. Net average circula- 
-_ Sor January—laily 85,802. Sunday 82,- 


The absolute accuracy of the 
Pioneer Press circulation state- 
meuts is guaranteed by the Ameri- 
GUA Ly can Newspaper Directory. Ninety 
AN per ceut of the money due for sub- 
TEEO scriptions is collected, showing that 
subscribers take the paper because 
they wart it, All matters pertain- 

ing to circuiation are open to invest:gation. 


Winona. Republican-Herald, Av. May. 4.518 
(Sat. 5,200). st outside Twin Cities & Duluth. 


MISSOURI. 


Joplin, Globe, daily Average 1906, 15.254. 
Apr., 1907,17,248. £. Katz, Special Agent, N.Y. 


Kaneas City. —— Cire’'n, 275.000 
206.835 iy og ib De and ciassified, 46 
t; 70, — and Sunday —dis- 

play, eekly 
and plise clansted, ise. Linwatare on request. 





St. Joseph, News and Press. Circulation 
196, 36.079. Smith & th & Thompson, Eust,. Reps. 


&t. Louis. National Drugg Druggist, mo. Henry R. 
Strong, Editor and Publisher. Average for 1906, 
8.000 (© ©). Eastern fern office, 59 Maiden Lane. 


&t. Louisa. National Farme Farmer and Stock Grower, 
monthly. Averuye sor 1906, 104,200, 
NEBRASKA. 


Lincoln. e778 ee Farmer, weekly. 
Average 1906, 141,839 


Lineoln. Freie pica weekly. Actual average 
Sor 1906, 142.989, ¥. 


NEW HAMPSHIRE. 





Jackson, Patriot. Average Muy, 1907, 
7.681: Sunday 8,468. — net cir- 
culation. Verified by A.A. A 

ments monthly. Examination 


Saginaw, Courier-Herald. daily, poaw. 
Average 1906, 14.397: May, 1907, 14.75 


Saginaw, Fvening News, eens. Average for 
4906, BCR TTT June, 1907, 20.395. 


Tecumeeh, Semi-Weekly Herald. Actual 
average for 1906,1,153, 
MINNESOTA. 


is, Farmers’ Tribune, twice a-week. 
wn morn ‘pub. Aver. Sor 1906, 87,886. 





M . Union. Ar. 1906, 16,758, daily. 
N. H. es and Weekly Union; 5,550. 


Nashua. Telegraph. The onty ee in city. 
Daily averuge yeur ending Dec., 4,371. 
NEW JERSEY 


Asbury Park. Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual average for 
year ending December 3/, 1906, 9,020, f 


Elizabeth. Journal. Av. 190k, apet 1906, 
6,515; 1906. 7,347; March, 1907; 8,161, 
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Jersey City. Evening Journal. Arerage for 
1906, 28.005. First four months 1907, 24,069. 


Newark. Eve. News. Net dy. av. for 1906, 
68.022 copies ; net dy. av. for Apr., 1907, 68,940. 


Trenton, Kvening Limes. Ar. 7/906, 18.287; 3 
mvs, dy. av, Apr. sv, 07, 20.621; Apr., 20,682, 
NEW YORK. 


Albany. Evening Journal. Daily averaye for 
4906, 16. 261. it’s the leading puper. 


Batavia, Daily News. Average 1906, 7,227. 
Jan., 197,7,4%74. Nothing like it elsewhere. 


Brooklyn. N. Y. Printers’ Ink says 
THE STANDARD UNION now has the 





largest circulation in Brooklyn. Ac- 
tual daily average. werage. for 1906, 49,289. 


Buffalo. Courier, morn. A morn, Av./906, Sunday. 91. 
168; daily, 58.631; Enquirer, even.. 32.688. 


Ruffalo. Evening News. Daily averuge 1905, 
94.690; for 1906, 94,7438. . 


Corning, Leader, evening. Arerage 1904, 
6.283; 1905, 6 395; 1906, 6,585; Feb. av., 6, 820. 


Mount Vernon, Argus, evening. Actual daily 
average for 12 mos. ending Apr. 30, ’07, 4,217. 


Newburgh. News, daily. Av. '06,5.477; 4,000 
more than all other Newburgh papers combined. 


Syracune. Eveniny {teraia. daily. Herald ('o. 
pub. Aver, 196, daily 35.206, Sunday 40,064, 


New York City. 


my & Navy Journal, Est.1863. Actual weekly 
av. + 706.9.706 (OO). 4 mos. to Apr. ’07, 9,949. 


Automobile, og Average for year ending 
Dec. 28, 1906, 15,212. 


Baker’s Review, monthly. W. R. Gregory Co., 
publishers. Actual ai average for 1906, 5.488. 


Benziger’s Magazine, the only Catholic Family 
Magazine pub.ished in the United States. Guar- 

anteed circulation, 65.000; rates 25c. an agate 
line. With September, 1907, issue, we — 
75.000 circulation and rates will be 50c. an 
agate lin 





ie. 


a: weekly (Theatrical). Frank Queen 
Pub. Ltd. Aver. for 196, 26.611(O 0). 


El Comercio, mo. Spanish export. J. Shepherd 
Clark Co, Average for 1906, 8,942—sworn. 


Music Trade Review, music trade and art week- 
ly. Average sor 1906, 5.109. 


Printers’ Ink, a journal for 
advertisers, published every 





GUAR Wednesday. Established 1888. 
TEED Actual weekly average for 
4906, 11.708, 


The People’s Home Journal. 554.916 mo. 
Good Literature, 452.500 monthly, average cir- 
culations for 1906—all to paid-in-advance sub- 
scribers. F. M. Lupton. isher. 


The Tea and Coffee Trade Journal. Average 
circulation for year or Sept., 1906, 6,481; 
op 906, issue. 


7 





Theatre Magazine,monthly. Drama and music. 
Actual average for 1906, 60, 1906, 60,009, 


The World. Actual arer. 0 aver. for 1906, Morn.. 818.* 
664. Evening. 359.057. Sunday, *442.228. 


Rochester, Case and Comment, mo., Law. 
Av. for year 1906,22.601. Guaranteed 20,000. 


Schenectady. Gazette, daily. A. N. Liecty. 
ual suoregs for 1905, 18,058; 1906, 15.809. 


Troy, Record. Average circulation 
1906, 28.401, Average May, 1907, 
20.138, and. examina which has 
permitted A. A. A. examination. 


wae. National Flectrical Contractor, mo. 
‘for 1906, 2.625. 


an Press. aoaly. Otto ly. Otto A. Meyer, publisher. 
Average for year in} 


g March 31, 1907, 14.927. 





NORTH CAROLINA. 


Coneord, Twice-a-Week pg Actual aver- 
age for 196, 2, 455; 1905, 2,262. 


Raleigh, Times. North deesetniats foremost 
afternoon paper. Actual daily arerage Jan. tat 
to Oct. :st, 1906, 6,551; weekly, 3,200. 


Winston-Saiem leads all N.C. towns in manu- 
facvuring. The Twin-City Daily Sentinel leads on 
Winston-Salem papers in circulation and advg. 


NORTH DAKOTA. 


Grand Forks, Normanden. Av. yr. ’05, 7,201. 
Aver, for year 196, 3,180. - ies 


OHIO. 


Akron. Times, dai ctual te r 
year 1906, S08 Es apeiron 4k 9,605, ow Se 


Ashtabula. Amerikan Sanomat. Finnish, 
A average Sor 1906, 10.690, ; 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1906, 72.216; Sunday, 38.569; 
May, 197, 71,886 datly; jatly ; Sun, 90,245, 


Coshocton, Age, daily. daily. Net average 1906, 
2.757. Verified by Asso. Amer. Advertisers, 


Coshocton, Times, dail 
ant eaten 3, daily. Actual average for 


Dayton, The I. L. U. Home Journal, mo. 
(Formerly Laborers’ Journal). National cir. Av. 
Sor year ending April 3v, ’07, 14.811 - 
Critically read by 36, 500 members of THEI. 
GRAND LODGE, the fraternal, et eee 
of wage- -workers. 5c. be. agate hne, flat rate. 


London, Democrat, semi-w semi-weekly. Actual aver- 
age for 1906 8,668; now guurantees 8,300. 


Newark. American Tribune leads in local 
and classified advertising. Ask for the fi 
March average 8,727. al ne 





field. Farm and Fireside, over 4 cen- 
tard ion ing Nat. agricult’) paper. Cir. 485,000. 


Warren, Daily Chronicle. Aston! overs 
for year ending December 31, 1906, 2,68. 


Y 'y. av.'06, 18.740; 
Sy. 10,001; Lacoste “ pote NY. ¢ Chicago. 


Zaneaville. Times-Recorder. Ar. 1906, 11.« 
26. Guar'd. Leadsall others combined by 50%. 


OKLAHOMA. 


Oklahoma City. The Oklahoman. 906 aver., 
18.918; May, 1907, 19,859. E. Katz. Agent, N. ¥. 


OREGON. 
Mt. Angel. St. Joseph’s-Blatt. Weekly. Ma; 
3, 1907, 19, 188. nl , 


Portland. Journal, daily. Average 1906, 
25.578 ; for eat 1907, 29.022. 

‘he absolute correctness of the 
fe. circulation rating ac- 
corded the JouURNAL is aoa 
teed by the — ,- Il’s 
AN American Newspaper Directory, 
Waa) who will pay one hundred dollars 

to the first person who success- 
fully rcontroverts its accuracy. 





ty Pacific Northwest, mo. 1906 sania 
18,760. Leading farm paper in State 
PENNSYLVANIA. 


Chester Times. ev'g d’y. Average 1996. 7.688. 
N. ¥. office, 220 B way. FR, FR. Northrup, Mgr. 


Erte. Timés, daily.. aver. Aver. for 1906, 17.1105 
June, 1907, 18,610. E. Katz, Sp.Ag.,N.,¥. 


Warrisburg, Tel h. Sworn ar, June, 14,- 
3t7. Largest paid Petier n tn @’b’g or no pay. 


pace tea 
Philadelphia, Confectioners’ Journal, mo. 
Av. 1905,5.470; 1906, 5,514 (OO). 


Philadelphia. German Daily roo nag“ Aver. 
circulation, 1906, daily 62,922: Sunday, 52.486, 
gworn statement, Circulation books open. 


“In 
Philadelphia 
nearly 
everybody 
reads 

The Bulletin.” 


NET PAID AVERAGE FOR MAY, 


245, 835 copies a day 


ULLETIN’S circulation ficures are net; all 
aamaged, aes, free and returned copies have 
n omi 
" ‘WituiaM L. McLean, Publisher. 


Printers’ Ink awarded FARM 
oa, = meg Seventh Sugar Bowl 
because mat otpe per.among all those 
pablished in the United States, best 
serves ifs purpose as an educator 
and counselor for the azricultural 
population, and as an effective and 
economical medium for communi- 
cating with them through its ad- 
ver columns. 


Philadelphia. The Press is 

Ph gy iphia’s Great Home News- 

ides the Guarantee 

far, "it has the Gold Marks and is 

on the Roll of Honor—the three 
most desirable distinctions for 

_ newspaper. Sworn average 
eirculation of the daily Press for 
1906, 100,548; the Sunday !’ress, 137,863, 


Seranton, Truth. Sworn circulation for 1906, 
14,126 copies daily, with a steady increase. 


Weat oe. Local News, 
daily. \. See ay Averayefor 
1905, 15.297 hae its 35th a. 


Ini t. us Chester County 
and vicinity | for tte field. Devoted 
cae e news. hense is a home 

Chester County is second 
in in the ‘State in ‘agricultural wealth. 


Fork. Dispatch and Daily. Average for 1906, 


17,769 
RHODE ISLAND. 
Pawtucket, Evening Times. Aver. circulation 
Sor 1906, ew 13 (sworn). 
Previd Daily Journal. 18.051 «@0), 
—— 21,840. ‘@@). Evening Bulletin &6.- 
620 averuye 46. Providence journai Co., pubs. 


Providence. Tribune Horning 90,349, 
Evening 84418: Sunday, 1 Most 


— peper des i nena” a 


Rowell’s Am. N.D, 
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Westerly.Sun. Geo. H. Utter, pub. Aver. 1906, 
4.622. Largest circulation in Southern R.1, 


SOUTH CAROLINA. 


Charleston, Evening Post. Actual dy. aver- 
age for 196,4,474. Decemoer, 1906, 4,755. 


Coiumibia, Fn my Actual aver- 
age for 1906, daily (0), 11,23 
copies; semi-weekly, 2.625; Sun- 
fotual 


day (QO), 1906, 12.22%, 
average for tirst three mont 7907, 
daily (@ (© ©) 12.525. Sunday(@®) 


Spartanburg. Herald. Actual average for 
fret five month, 497, 2,529, . 


TENNESSEE. 


Chattanooga, News. Aver, 3 
mos, ending . 34, 1906, 14,707, 
Only Chattanooga ” ‘paper permit: 
ala ing by 
AN Assoc. Am. ‘Advertisers. Carries 
TEED more advg. in 6 oage than morn- 
ing paper “days, reatest Want 
Ad medium. Guarantees largest 
circulation or no pay. 

Knoxviie. Journal and Trib- 
une. Daily averaye year ending 
Bong 196.183.6992. Daily 
aver, — 3 monthe 1906, 15.247, 
papers m 
South, and only pauper in 
Knoxville awarded the Guarantee 

Star, The leac The leader in this field. 


Memphis, Commercial Ap Appeal. O98) Su » funder, 
weekly. average 196, duily $8.92 
58.286; weeily, 80.585. Smith hae 
Representatives, N.Y «& Chicago. 


Nashville, —¥ daily. Aver. for year 1906, 
$1,455; Jan. 7 88.288: Feb. 1907, 87.271. 


TEXAS. 
El Paso, Herald. May, ar., 7,618. More than 
both other El Paso dailies. ’ Verified by A. A. As 


VERMONT. 


Barre. Times, daily. F. E. Langley. Aver. 1905, 
8.527; 1906,4.118. 


Burlington, Free Press. Daily average for 
196. 8.459. Largest city and State circula- 
tion, Exumined by Asso. of Amer. Advertiser's. 


Montpelier. Argus, daily. Actual average 
Sor 196. 8,280 copies per issu issue. 

Rutland. Herald. ‘Average 1904, 2,527. Av- 
erage 1905, 4,286. Average 196, 4,677. 


St. Albans. Messenger, daily. Actual average 
Sor 1905,8,051; for 1906, 8.3388 copies per issue. 


VIRGINIA. 
Danville, The Bee. Av. 19°6.2.867. June, 
1907, 2,690. Largest cir’n. | cir’n, Only eve’g paper. 


Kichmend. So. Tob. and Modern Farmer, 
mo. arerage for jirst 5 mos. of 1907, 14,425. 


Rocky Mount, Franklin Chronicle, wy. Ar. 
06, 1,610; March, 07, 1,920 weekly. Home print. 


WASHINGTON. 
Seuttle, Post-Intelligencer (OO). 
av, Y 4 May, 1907, net—Sunday, 
41,186; Daily, $2,015; weeic day. 
80.664, Only sworn ceomanien 
in Seattle. Lar ne and 
id circulation inWashing- 
ighest ity, best service, 

greatest results always. 


Seattle. The Daily and Sunday 
Times led all newspapers on the 
Pacific Coast north of Los Angeles 
in amount of advertising printed 
during 1906, leading its n 
rival by over 178, inchee display 

and 300,000 lines of classified. 





ts. 
Average ci 2.172 daily, 
56,794 Sunday. A jor. pe warn, —, 
were —Daily 44,911, verages 61 1B9t. You 
the b best at quality, and largest quanti ity of cir - 
nm pe “fy when you buy space : = 
ne Times, the newspaper success 0: e 
jast decade on the Pacific Const. 
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Tacomn, Ledger. Arerage 1906, daily,16,05%5 
Sunday 21,798. 


Tacoma, News. Average 1906,16,109; Sat- 
urday, 17.610, 


WEST VIRGINIA. 


Parkersburg, Sentinel. daily. R. E. Hornor, 
pub. Averaye for 1906, 2,640. 


Ronceverte. WV. Va. News. wy. Wm. B. Blake 
& Son, pubs. iver. 1906, 2,220, 


WISCONSIN. 


Janeaville, Gazette. d’ly and s.-w’y. Cire’n 
ist 3 mos. 1907, duily 3,508 ; semi-weekly 2,552. 


Madiaon, State Journal, dy. Average 1906, 
8,602; Jan., Feb., Mar.,4907, 4, 84; Apr. 5.106. 


Milwaukee. The Journal, even- 
ing; independent. Arerage 5mos 
197 §2,282. May gain over 196 
daily, S111. Biggest in history 
of paper. Paid city aoe 
alone greater than total 
of any other Milwaukee aly 
or Sunday. 





Milwaukee, Evening Wisconsin, d’y, 4v. 1906 
25.480 (@@). Carries la amount of ” 


vertising of any paper in Milwaukee. 


Oshkosh, Northwestern. daily. Average for 
196, 8.099. 





= | WISCONSIN 
uy Agricorrorisr |’ 


Racine. Wia.. Estab. 1877 
Actuil weekly average for year 
ended Feb. 28, 1907, 51,126. 
La = a in Wiscon- 
sin nany other r v 
$3.50 an inch. N.Y Opt , Tem- 
ple Ct. W.C. Fa _, Mor. 
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2I 
WYOMING. 


Cheyenne. Tribune. Actual daily average net 
Sor 1906, 5,126; s8eni-weekly, 3,898. 


BRITISH COLUMBIA. 

Vv ouennee?. Province. daily. Average for 
1906, 10,161: May, 1#7,1%.221. H. UeClerque, 
U.S. Repr., Chicago and New York. 

MANITOBA CAN. 

Winnineg. Free Press, daily and weekly. Av- 

rage for 16. daily, 34.559: daily May, 1907, 
St-131; wy. av. for mo. of Apr., 24.160, 


Winnipeg, Der Nordwesten. Canada’s Ger- 
man newsp’r, Av. 1906,16,177%. Rates d6c. inch. 


Winnipeg. Telegram. Daily aver. March, 
24,868. Weekly av., 20,287. Fiat rate, 3c. 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vehicle 
Trade, monthly. Arerage for 1906, 6.125 


Toronto, Canadian in Motor, monthly. Average 
circulation for 1906, 4,540, 





Toronto, The News. Daily arerage circula- 
tion for the month of February, 1907, 40,210. 
Advertising rate 56c. per inch, flat. 


QUEBEC, CAN. 


Montreal. La Presse. La Presse Pub. Co. 
a, publishers. Actual arerave 1905. da:ly 
6.771; 1906, 100,087; weekly, 49,992, 


Montreal, The Daily Star and 

The Family Herald and Weekly 

A Star have nearly 200.000 subscrib- 
Kotatae ers, representing 1.000,000 readers 
AN —one-fiftn Canada’s pulation. 
Maa Ar. cir. of the Daily star r for 106, 

- 60,954 copies daiiy; the Weekly 
star, 128,452 copies each issue, 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is 2 Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 


ws advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word. 





CONNECTICUT, 
ERLDEN, Conn.. MORNING KXCORD; old _ es- 
tablished family newepaper; covers field 
60,000 high-class cs a leading Want Ad paper. 
Classifiea rate, cent a word; 7 times,5 centsa 
word. Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 


*[PERRE HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute. 


STAR LEADS IN INDIANA. 


During May, be os poe epee od STAR carried 
671.87 ertising. 

The STAR pated. ee 9 more colamns of classi- 
fied advertising than carried by its nearest com- 
petitor during the same month. 

' ~~ STAR gained 308.35 columns over Apri) of 
last yea 

B [NDIANAPOLIS Star has pagsed the Ls 000 








TS Even and SunpDay STaR. Washi 
©). carries DOUBLE the number of 
Want ie of any other paper. Rate lc. a word. 


ILLINOIS 
Ten Champaign NEws is the leading Want ad 
medium of . oa Eastern Lilinois. 


‘HE TRIBUN blist ore classified ad- 
vertising a any other Chicaxo newspaper. 


CONTEARLY everybody who reads the Eng- 

lish language in. around or about Chi- 
eago,reads the DAILY NEws,” says the Post-office 
Review. and that’s why the DaILy News is Chi- 
cago's “want ad” directo 


INDIANA. 
fNHE INDIANAPOLIS NEWS prints every day 
ne week, every month and every year. 
re paid classified (want) advertisements than 
all: the other Indianapolis papers pana ined. The 
total number it printed in 1906 was 315,300, an 
average of over 1,000 every day, which is 126,929 
more than all the other indianapolis papers had. 











cil mark, lates, six cents per line 








The Lake County Times 


Hammond, Ind. 


n Up-to-Date Evening Paper. Four Edi- 
mm. Daily, 

The qdvertising medium par excellence of 
the Calumet Region. Read by all the pros- 
— business men and well-paid ar 

cs in what has been accepted as the 
“Logical Industrial Ceuter of America.” 
Guaranteed circulation over 10,900 daily. 











INDIAN TERRITORY, 


A RDMOREITE, Ardmore, Ind.Ter.. Sworn city 
culation second in State. Popular rates. 
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IOWA. 
4 a Des Moines CAPITAL guarantees the lar- 
gest city and the largest — ne 
in lowa, The Wan giv 
turns always. ‘The rate is 1 cent a Saeed by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


as, Dos Moines REGISTER AND LEADER; onl 
bg paper; carries more “want”? 
vertising i any other lowa newspaper. One 
centa 





KANSAS. 
PPEAL TO REASON, Girard, Kan.; over 
300,000 weekly guaranteed; 10 cents a word. 


MAINE. 


TP.\HE EveENING Express carries more Want ads 
than all other Portinnd dailies combined, 


MARYLAND. 
f es Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad medium ot Baltimore. 


MASSACHUSETTS, 
ee BosTON EVENING TRANSCRIPT is the great 
ide for New Englanders. They 
~e to in “2 good places listed in its adver- 


te tek te tk ik 


7: BOSTON GLOBE, daily and 148 707 ‘pet a 
the year 1906, printed a total of 

“want” ads. There was a gain of 17,530 over Pine 
ad 1905, and was 201,569 more than «ny other 
Dosen paper carried for the year 19/6. 


Fe We Ye We kr 


30) WORD AD, 10 cents a day. Paity ENTRR- 
PRISE, Brockton. sass. Circulation, 10,000 


MINNESOTA, 


‘(HE MINNEAPOLIS TRIBUN# is the recognized 
Want ad medium of Minneapolis. 


The Minneapolis Vaily and Sun- 
day JOURNAL carries more clas- ©o 
sified advertising than any other 
Mini a  norerener No free 
Wants a o Clairvoyant nor 
objectionable. ‘medical “—. 
ments printed. Classified W: 
Pr ae in May, 187,418 lines. — 
dividual yt oe ay 27,293. 
Eight cents te line per ~ 


sertion, if c an 3 

for less than % cents. If cash ood 
companies order the rate is Ic. a 
word. No ad taken iess than 20c. 


CIRO’LAT’N ((.HE MINNEAPOLIS TRIBUNE is 
the oldest Minneapolis daily 
o has over Oe eemere, 

t pub ov 


lich. 





er 
Want advertisements every | 
at full —_ (average of two 
pages a day); no free ads; price 
ge both — and even- 
1 ate cents per 
by Am. Newa- 
puper Di'tory line, Daily or Sunday. 


MISSOURI. 


T’o Joplin GLoBe carries more Want ads 
oan all raed papers in Southwest Missouri 

se it gives results. One centa 
a Minimum, 1 1bc. 


MONTANA, 
' hye Anaconda STANDARD is Montana’s great 
t-Ad” medium; Ic. a ——— Average 
aueunien (1906), 10,778; Sunday, 14,007. 


NEW JERSEY. 


Ts NEWARK EVENING NEws is the recognized 
ant-ad Medium of New Jersey. 
EWARK, N. J., FREI ZEITUNG (Paily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 





ERSEY CITY Evenine JOURNAL leads all other 

Hudson County (tigre in the number 

of classified ads carried. lt exceeds because ad- 
vertisers get prompt results, 


NEW YORK. 


(HE EAGLE has no rivals in Brooklyn’s 
classified business. 


A“ Y EVENING JOURNAL. Mastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS. Mount Vernon. N. Y. Great- 
est Want ad in W b County. 





UFFALO NEWS with over 95,000 circulation, 

is the only Want Medium in Buffalo and the 

stron; “on Want Medium in the State, outside of 
New York City. 


RINTERS’ INK, published weekly. The rec- 
ognized and leaaing \Vantad medium for 
a ad mediums. mail order articles, advertis- 
ing novelties, printing. typewritten ciiculars, 
rubber —-, ottice devices. adwriting, balf- 
tone making, and practivally anything whicn 
interests and appeais to advertisers and busi- 
ness men, Classified advertisements. 20 cents 
a line per issue flat, six words to a line. 


ATERTOWN Datty STANDARD. Guaran- 
teed daily average 1906, 7,000. Cent aword, 
OHO. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium. lc. per word. Largest circulation. 


OKLAHOMA. 


HE OKLAHOMAN, Otla. City, 19.414. Publishes 
more Wants than avy 7 Vkla. competitors. 


PENNSYLVANIA. 


é bie Chester, Pa.. TIMES carries from two to 
five times more ciassified ads than any 
other paper. Greatest circulation. 


RHODE ISLAND. 
2 « EVENING BULLETIN—By far the largest cir- 
culation and the best Want medium in R. I. 


ROVIDENCE TRIBUNE, morning and even- 
ing, 43,900, brings results, cost the lowest. 
SOUTH CAROLINA. 
‘(HE Columbia STATE (OO) carries 
more Want ads than any other 
South Carolina newspaper, 


WASHINGTON. 


HE Post-INTELLIGENCER (99), Seattle, 

Wash., is the official “Want - Ad? 

Directory of the Facific Northwest 

The P.-1. fmpae id panes a _uine want ads 
ts 


am 

sponsive want ad eaeas ers = bri 
to advertisers. Favorite aa he 

— Bn investors and home DS eeakett. The 

ome —, Ld aa “Classified” Sec- 

tion. 26 Fy rtments; 360 separate classifi- 

—. rite for oamnpie. copy. Rates, 10c. per 





CANADA. 
A PRESSK. Montreal. Largest daily circul: - 
tion in C ja without exception. (Daily 
100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 


Mp HE DAILY TELKGRAPH, St. Jobn. N. B., is Lng 
want ad medium ot the maritime pro 

Largest circulation and most up to-date paper rat 

Eastein Canada. Want ads ove cent a word. 


Mipinnum coarge 2% rents. 

a Montreel DAILY STAR carries more Want 
advertisements than ail other Montrea) 

dailies combinea. The FamiILy H&RaLD AND 

WEEKLY STAR carries more Want advertisemeuts 

than any other weekly paper iv Canada. 


HE Winniveg FREE PRESS carries more 


ee advertisements than other - 


paper in Canada, and more advertisements 
oft i nature than are contained in all the otber 
jaily papers published in Western Canada com- 
bine! Kates one cent per word per day, or four 
cents per word per week. 
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(o ©) GOLD MARK PAPERS @o) 





Out of a grand total! of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


per 
marks (@®©). 








ALABAMA, 


THE MOBILE REGISTER (©©). Established 
1821. Richest section in the prosperous South. 


WASHINGTON, D. Cc. 

Nearly everybody in Washington subscribes to 
THE EVENING AND SUNDAY STAR, Average, 
3906, 35,577 (@@). 

ILLINOIS. 

THE INLAND PRINTER, ulcer. fe (© ©). Act- 
ualaverage circulation for 1905, 1 

BAKERS’ HELPER (© ©), Chicago, only “Gold 
Mark” journal for baxers. Oldest, best known, 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


MAINE. 
LEWISTON EVENING JOURNAL. daily. Aver. 
for 1905, 7,598 (© ©); weekly, 17,448 OO). 


MASSACHUSETTS. 
Rete. Am. Wool and Cotton Reporter. 
d organ of the cotton and woolen iedus- 
eet of America (Q ©). 
poston EVENING TRANSCRIPT (©O). estab- 
ed 1830. The only gold mark daily in Boston. 
‘sean WORLD RECORD (©), Boston. 
Nearly 200 of its 400 advertisers use no other 
textile journal. It covers the field. 
WORCESTER L’OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 





MINNESOTA, 


NORTHWESTERN MILLER 


) Minnee lis, Minn; $3 per year. Covers 
i four trade all over the world. The 


millin 
only ** Uy werk milling milling journal! (OO). 

PIONEER PRESS (@@), St St. Paul, Minn. Most 
reliable paper in the Northwest. , 

THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 
ing, more classified advertising and more total 
odvertising than avy paper in the Northwest. 


NEW YORK. 
NEW YORK TIMES (©). Largest gold-mark 
sales in New York. 
BUFFALO COMMERCIAL (©6©). Desirable 
because it always produces s satisfuctory results, 
BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 
THE POST EXPRESS (©O). Semen. N.Y. 
Best adverusing medium in this sectio! 
aes AND NAVY JOURNAL, AA First in 
cir 
ENGINEERING NEWS (©©). ee leading 
American authority.—Tribwi —Tribune Scranton, Pa. 
SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical echnical paper in the world. 
anaes ) carried more advertising in 1906 
er magazine, V weekly or mouthly. 
Aaoas L REVIEW (© 2) covers the field. 
Oldest, ablest 


yon 
Read and studied by thousands. 
electrical weekly. Reaches the buyers. - 





NEW YORK HERALD (@©). Whoever men- 





CENTURY MAGAZINE (© ©). There area few 

Qa in every community who know more 
- the others. These people read the 
AGAZINE. 


ye RAILWAY JOURNAL (©©). The 
aa wo on Bond and interurban rail- 
roadin: reulation $. 200 weekly. 
MoGRAW PUBLISHING C COMPANY. 


HARDWARE DEALEKS’ ALERS’ MAGAZINE, 
In 1906, average mt (OO.) 

Specimen Cer niled led Upon most, 

D. T. MALL Kroadway, N. Y. 
THE ENGINEERING RECORD (©). The 
most progressive civil engineering journal in 
the araeiae Circulation avernges over 14 +24 per 
week. MCGRAW PUBLISHING COMPAN 


NEW YORK TRIBUNE (© ©). daily a ‘t- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers cone 
sent inteilect and purchasing power toa high- 
grade advertiser. 


FOREST AND STREAM (ce) 


reulation of an 
esate: sn ba to wealthy recre BA me oe Ww te. 


ELECTRICAL WORLD (OG (20). Established 1874, 
The great international weekly. Cir. audited, 
verified and certified by the Association of Amer- 
ican Advertisers. Av. weekly cir. during 1906 
was 18,827. McGRAW PUBLISHING COMPANY. 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. It is on tae Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 

per Sworn circulation of The Daily Press, 
‘or 1906, 100,548; The Sunday Press, 137, 


THE PITTSBURG 
o DISPATCH ‘ee 


The newspaper that judicious advertisers 
always select first to cover the rich, pro- 
ductive. Pittsburg fieid. ‘nly two-cent 














RHODE ISLAND. 
PROVIDENCE JOURNAL (© 6), a conservative, 
enterprising newspaper without a single =i 
SOUTH CAROLINA, 

THE STATE (©©), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina. 

VIRGINIA. 

THE NORFOLK LANDMARK (©©) is the 
home paper of Norfolk, Va. That speaks volumes, 
WASHINGTON. 

THE POST INTELLIGENCER (© ©). Only 
morning paper in Seattle. Oldest in State. The 
biggest and . Able, alert, always ahead. 

WISCUNSBIN. 

THE MILWAUKEE EVENING WISCONSIN 
(©©), the only gold mark daily in Wisconsin. 
CANADA. 

THE FRE PRESS (© ©), London, Ont. Morn- 
ing, Noon, Evening. ation over 18,000 daily. 


THE HALIFAX HERALD (@@) and me EVEN- 





tions America’s leading new rs mentions 
the New York HERALD  aret. — 





ING MAIL. Circulation 15,558, flat rate. 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 
President, ROBERT W. PALMER 
Treasurer, GEORGE P. ROWELL. 


t@ Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. Un receipt of tive dollars four paid 
subscriptions, sent in at one time, will be put 
down tor one year each and a larger number 
at the same rate. Five cents a copy. Three 
a = or Being oe weg — 4 
t tes, itis always sible to supply \ 
smabers, if wanted in lots of 500 or more, but in 
all such case. the charge will be five dollars a 
hundred. 


ADVERTISING RATES 

Advertisements 20 cents a line, pear! measure, 
15 lines to the inch ($3); 200 lines tothe page ($40). 

For specified position selected by the adver- 
tisers, if granted, double price is iemanded. 

Un time contracts the lust copy is repeated 
when new copy faiis to come to hand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 5 

Two lines smailest advertisement taken. Six 
words make a line. 4 

Lverything appearing as reading matter is in- 
serted free. s 

All advertisements must be handed in one 
week in advance. 


OFFICE: NO. 10 SPRUCE ST. 


Telephone 4779 Cookman. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 





New York, July 10, 1907. 








How much _ advertising shall 
be used? All that the readers 
will digest; supply plenty to sup- 
port growth, 


Ir is undeniable that “Brevity 
is the soul of wit;” and yet it is 
not less true that “A good story 
is worth the space needed to tell 
it fully,’"—and both apply equally 
in advertising. 


Tue beetle-and-wedges page, 
with big type and pictures, is an 
irresistible publicity force, but the 
tack-hammer classified also ren- 
ders good service. It depends 
upon the subject, and even more 
upon the writer. 

THERE is a shoemaker in New- 
burgh, N. Y., who condenses a 
whole business sermon in this 
quatrain, which he has had artis- 
tically lettered for his front 
window : 

“Here is a man who don’t refuse 

To make and mend both boots arid 
shoes. , ies 

His leather is good, his price is just, 

He fits you well—but pay you must.” 


Barnum’s he following ad- 
Ad isi vertisement was 

vertising. put in the New 
York Tribune, July 23, 1855— 
fifty-two years ago: 

*“BARNUM’S GALLERY OF 
AMERICAN BEAUTY.—s,000 dol. in 
Premiums to the HANDSOMEST 
LAvIES. The subscriber will give 
premiums of 1,000 dol., 300 dol., 250 
dol., 150 dol., six of 100 dol., ninety 
of 20 dol., and one hundred of 10 dol., 
to the handsomest ladies in America, 
of over sixteen years, married or 
single. To determine this he asks the 
loan, for a few months, of photo- 
graphs or daguerreotypes of beautiful 
women from all parts of the United 
States and Canada, with or without 
the names. These likenesses will be 
placed in the American Museum, on 
the 15th of October next, and _ the 
public will decide by ballot who are 
entitled to the premiums. The like- 
nesses which are first received will be 
placed in the most favorable places for 
light, etc. Circulars giving full par- 
ticulars (which it is absolutely neces- 
sary that every competitor should un- 
derstand) may be obtained at the 
American Museum, New York. The 
ten portraits that receive the highest 
premiums will be engraved in the 
French ‘‘World’s Book of Beauty.” 

P, T. Barnum, Proprietor: 


In Mr. Barnum’s resuscitated 
advertisement, reprinted above, 
which some who are still living 
may remember, there are several 
fine touches which are illuminat- 
ed. The placing of the pictures 
first received in the best light was 
well calculated to precipitate com- 
pliance with his request, and sup, 
press much serious thought of re. 
fusal. The concealment of name: 
was eminently wise—as was als« 
the suggestion that the absolute. 
ly necessary circulars could be 
had at the American Museum. 
Of course the multitude who 
called for them would need to go 
inside, and would therefore be 
obliged to buy the necessary 
tickets. The whole scheme, which 
was based on a little natural 
human vanity, was further ac- 
centuated by proffering to the 
ten who were handsomest im- 
mortality, or at least current fame 
in a book of beauties. 

Advertising was not wholly 
dull half a century ago, but there 
was no ofie then, who did it bet- 
ter. or saw its worth and abso- 
lute necessity more ‘clearly than 
did our great American Showman. 
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THe Vancouver Province has - 


issued a new rate card, to take 
effect August first. 


THe Ann Arbor News has 
purchased the Ann Arbor Argus, 
the oldest newspaper in Michi- 
gan. The two papers have been 
consolidated under the name of 
the News-Argus. Payne & 
Young, New York and Chicago, 
will continue to represent the pa- 
ef in the foreign advertising 
eld. 


F. G. Exper, recently of the 
advertising staff of Collier’s, has 
associated himself with the Sher- 
man-Bryan advertising agency, 
New York. Mr. Elder is not 
new to the agency field, having 
previously been connected with 
both the Charles Austin Bates 
and the Ben B. Hampton Co. 
agencies. 


E. E. Beats, formerly manager 
of the Business Philosopher, the 
monthly magazine issued by the 
Science Press, Chicago, has re- 
signed, and is succeeded by I. H. 
Gallyon. The little publication, 
which represents the Sheldon 
School of Salesmanship, is to be 
considerably enlarged, and Arthur 
F. Sheldon is to devote more 
time to literary features. 


ANnprew C.-Muwnsey, father of 
Frank A. Munsey, the publisher, 
died July 1 at his home in Liver- 
more Falls, Me. He was eighty- 
six years old and was born there. 
He was in the contracting busi- 
ness prior to the Civil War, in 

hich he fought. After the war 
he settled on a farm. His wife 
died two years ago. Besides his 
son he leaves one daughter. 


THe Houston, Texas, Chron- 
icle is preparing to erect an 
eleven-story building, which, it is 
stated, will be the largest news- 
paper office building in the entire 
South, and the second largest 
west of the Mississippi river. 
The building will cost 000. 
The Chronicle will reserve for its 
own use the entire basement and 
second floor, and part of the 
ground floor. 
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ADVERTISING is salesmanship on 


paper—if the paper reaches the 


buyer.—The Banning Service. 


“You and the Rainy Day” is 
an excellent booklet from the 
National Bank of Commerce, St. 
Louis, bearing the imprint of the 
Lesan-Gould agency, that city. 
While its theme is the old one of 
thrift, and it appeals to the man 
or woman who might save mod- 
erate sums, the matter has been 
handled with a fresh touch, and 
is convincing. 


A large music 
A Successful house in St. 


Demonstration. p  y | recently 
evolved an unique advertisement 
in a scenic reproduction of plans 
for the new Roman _ Catholic 
Cathedral. Archbishop Ireland 
several weeks before had presided 
at the laying of the cornerstone 
of a $2,000,000 cathedral, when 
there were 50,000 visiting Catho- 
lics in the city to take part in a 
parade. 

In a setting twelve by fourteen 
feet a painting of the interior of 
the cathedral was made. This 
was illuminated by clever electri- 
cal effects. A wedding with tiny 
figures moved across the church 
to a chapel, to the strains of 
Lohengren’s wedding marchwas 
played on a vocalion. A moon- 
light view of the exterior of the 
cathedral was also shown with 
illuminated windows, Preceding 
the exhibition a short address on 
the growth of musical instru- 
ments was given, showing the 
perfection of the vocalion. With 
the interior still on exhibition it 
was announced that the Victor 
talking machine would render the 
music of the trumpeters of St. 
Peter’s on Easter morning. Sev- 
eral other selections were given 
during the forty-five minutes the 
performance lasted. On the 
opening day the archbishop, his 
vicar general, pastor of the 
cathedral, and a large number of 
prominent Catholics attended. 
The show was advertised and the 
papers gave free reading notices. 
After the first day, when admis- 
sion was by invitation, it was free 
and well attended. 
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A NOVELTY sent out by the 
Banning Service, Brunswick 
Building, New York, is a set of 
three little booklets arranged in 
a parchment case that shows the 
titles. Three brochures are de- 
voted to advertising, publicity 
and printing—the three cardinal 
forms of service rendered clients, 
and each is treated by itself. 

TEMPLE COLLEGE, in Philadel- 
phia, announces the appointment 
of J. W. Irwin as instructor of 
advertising for the school term 
commencing next Fall. Mr. Irwin 
is advertising manager for C, J. 
Heppe & Son, and has designed 
a course of instruction, consisting 
of lectures and practical work in 
writing and preparing advertis- 
ing. Classes will meet two even- 
ings. weekly, commencing Oct- 


ober I. 

New York Supreme 
Justice Maddox signed 
junction on July 2, 
the American Rice 
Manufacturing Company 
using the letters “K. I. C.” in 
advertising its product. The in- 
junction was issued on the peti- 
tion of the Toasted Corn Flake 
Company of Battle Creek, Mich., 
which has also instituted a suit 
for $100,000 damages against the 
American Rice Food and Manu- 
facturing Company. 


Court 
an in- 


restraining 
Food and 
from 
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Strange as_ it 
Indexing the may seem, news- 


Classified. papers do not 
make use of a very valuable as- 
set—the users of their classified 
columns. 

They are forever shouting out 
that the volume of their classi- 
fied business is growing—they are 
always seeking ways and means 
for increasing that same depart- 
ment—yet they neglect those who 
have already used these columns. 

Not long ago, I called at one 
of the big newspaper offices in an 
endeavor to find out who inserted 
a certain advertisement. 

Could I get the information? 
Well, hardly. I was finally re- 
ferred to the foreman of the 
composing room, who told me 
that they did not keep the copy 
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for these classified ads—they 
were stuck on a hook and when 
the hook was full the whole lot 
was thrown out, 

So far this is probably an old 
story, but to anyone accustomed 
to regarding customers as the 
most fertile field for more busi- 
ness, such methods are a revela- 
tion. 

How very easy it would be to 
systematize the classified, so that 
a single index would give valu- 
able information, and furnish a 
mailing list that would be worth 
thousands of lines annually. 

It is the custom with most 
papers to require the advertiser’s 
endorsement before it will be 
accepted. 

Here we have the name and 
address easily transferrable to a 
card. The date and a clipping of 


Walters, H. P., 915 State St. 


WANTED—A competent male stenog- 
rapher for large concern; state experi- 
ence if any. Apply Box 25, Record, 


6 tie. 0. d. 


the advertisement should be 
added to the cards, which could 
be filed alphabetically, using tab 
cards or a different color to in- 
dicate the separate classifications. 

These could then be followed 
up regularly and systematically 
with literature covering their 
particular line. 

That’s the idea, why neglect it? 

RUSSELL GRAY. 





6-1-07. 











F, Ferp Peterson has sold the 
Tottenville, New York, Tran- 
script to Herbert Huntington, 
who is now in possession. The 
new owner of the Transcript 
formerly owned an interest in the 
Wellsboro, Pa., Gazette. Upon 
retiring from this paper, he 
bought out the Canandaigua, 
Y., Repository-Messenger, one of 
the oldest papers in the State. 
Last fall Mr. Huntington sold 
out the Repository-Messenger 
and became editorial writer on 
the Kingston, N. Y., Leader, 
where he remained until his pur- 
chase of the Tottenville Tran. 
script. The transaction was ar- 
ranged by C. M. Palmer. 
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THE Merrill Advertising Agen- 
cy, New York City, is placing the 
advertising of the Worth Co., of 
New York City. This advertis- 
ing will start with the September 
issues of magazines and mail- 
order monthlies and Sunday pa- 
pers. 


THe Ohio Brass Company, of 
Mansfield, Ohio, has issued a 
comprehensive catalogue of 580 
pages, bound in cloth, and fully 
illustrated with line cuts and 
half-tones. The company manu- 
factures appliances used in the 
construction and operation of 
electric railways, mine haulage 
systems and lighting and power 
plants. 


me ie nk Jane 

Specialists.”” jot) mention was 
made of the arrest of Ervin de 
Montpellier in Detroit. The work 
of this swindler was stopped by 
Ray Warman and _ Edward 
Bloom, who are specializing in a 
field which has presented many 
intricacies to the average manu- 
facturer. As “Export ‘Special- 
ists” their service is furnished 
manufacturers who do not know 
the possibilities of a foreign 
market for their lines or just 
how to go about it to pre-empt 
this market. Further, acting in 
an advisory capacity, they elimin- 
ate the uncertainty and the ex- 
pense incident to the experimen- 
tal work which a manufacturer 
encounters when determining for 
himself the best method of se- 
curing foreign business. Export 
trade is no longer regarded as a 
business to be worked up ina de- 
sultory fashion when domestic 
markets are slack, but a business 
to be cultivated in season and 
out of season, bringing its return 
in an all-the-year-round-business. 

Mr. Bloom was associated in 
New York with the Frank Pres- 
brey Company, and Mr. Warman 
developed the foreign business of 
the American Typewriter Com- 
pany, as their sales manager. 

Mr. Warman and Mr. Bloom 
have offices in Bank Chambers, 
Detroit, and are working with the 
manufacturers in Michigan and 
contiguous States. 
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THE, METROPOLITAN MAGAZINE CO” 
85.67 WEST 29°STREET NEWY Cae 





THE METROPOLITAN MAGA- 
ZINE reports an increase in 
cash advertising of  thirty- 
seven per cent (37%) for the 
month of August over the 
corresponding month of 1906. 











Engineering World, of Chica- 
go, has been purchased by Myron 
C. Clark, and hereafter will be 
incorporated with SEngineering- 
Contracting. 


Tue Interstate Medical Jour- 
nal, of St. Louis, announces the 
purchase of the St. Louis Courier 
of Medicine, one of the oldest 
medical journals in the West, and 
its consolidation with the Jnter- 
state on July first. 


On June 20 the Birmingham, 
Ala., Ledger issued a Greater 
Birmingham edition, to set forth 
the growth and development of the 
city and the towns surrounding it, 
in recent years. The edition con- 
tains thirty-eight pages, filled 
with facts and figures that must 
convince an advertiser of the im- 
portance of Birmingham. A 
Greater Birmingham bill will 
come before the legislature this 
month, and, if passed, the city 
will have a compact population in 
excess of 135,000 people. 
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Tue Catholic World, of New 
York, has issued a new rate 
card, taking effect July 1. 


THe House Beautiful, Chicago, 
has raised its news-stand price 
from twenty to twenty-five cents, 
and is being amplified in several 
ways, among other features being 
a new department devoted to fic- 
tion 


ALFRED E. KorNFELD, who has 
been for fifteen years connected 
with the advertising department 
of the Engineering News Pub- 
lishing Co., has been appointed 
business manager of the com- 


pany, taking effect July 1st. 


The Bridgeport Tele- 

gram, the only paper 

in Connecticut the cir- 

culation of which has 

been guaranteed by 
Rowell’s American Newspaper 
Directory, shows gratifying gains 
in copies printed during the first 
six months of 1907. The aver- 
age for 1906 of 10,212 copies has 
increased to 11,018, average num- 
ber of copies printed daily during 
June, 1907. 
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Tue Brooklyn Eagle has issued 
a handsome pamphlet giving il- 
lustrations of all the vehicles used 
in the delivery of its daily and 
Sunday editions. The Eagle em- 
ploys in this service seventeen 
one-horse single wagons, five 
two-horse double-platform wag- 
ons, one extra-large two-horse 
newspaper van, and five automo- 
biles, in addition to three box 
trolley cars on Sunday. 


The Toronto 
A Want Ad : 
prrver-te Globe bids _ for 


classified busi- 
ness by means of a little booklet 
which shows fac-simile advertise- 
ments on every other page of 
“Help Wanted.” “Teachers 
Wanted,” “Domestics Wanted,” 
and the like, followed by the rates 
in each particular case. On the 
pages opposite the reproductions 
are strong testimonial letters from 
persons who have tried with suc- 
cess this especial branch of the 
paper’s classified department. 
With the exception of the Mon- 
treal Star the Globe prints more 
copies than any English daily in 
Canada. : 











Tue Puevtrs PusrisHinG Company’s Buitpinc, Now UNDER CONSTRUCTION IN SPRING- 
FIELD, Mass. 


The company will occupy the four upper floors of the building and the basement. 


The 


remainder will be available for rental purposes, 
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THE JULY MAGAZINES. 


“Summer dullness” is a condi- 
tion in magazine advertising—not 
a theory. At the close of 1905 
Printers’ INK made up a dia- 
gram showing the business car- 
ried by twelve leading magazines 
through the year, month’ by 
month, basing statistics on four 
popular-price monthlies, four 
high-price magazines and _ four 
women’s publications. This rep- 
resentative computation showed 
that July is the second dullest 
month in the magazine year, and 
August the dullest. The amount 
of business carried by leading 
magazines in these two months 
combined is probably not greatly 
in excess of their showings for a 
prosperous month like December. 
Yet an examination of the July 
issues for 1907 would seem to 





ADVERTISING INLEADING MONTHLY 
MAGAZINES FOR JULY. 
(Exclusive of Publishers’ own dvertising.) 

Pages Ag. Lines 


Review of Reviews.... 121 27,244 





Everybody’s ........+++.+ 117 26,382 
Country Life in America 

eens ins veves coccee 182 26,002 
McClure’s ..... sesseeeeee 114 25,650 
BPO. 615000060 00r00000000 112 -25,237 
Cosmopolitan.......++++++ 104 23,447 
Pacific Monthly...... .... 102 23,016 
Munsey’s ..........eseee8 ror =. 22,788 
Sunset (June)...... sesesee 96 21,573 
Business Man’s Magazine 

JOR insivseccessccvcess 88 19,921 
Harper’s Monthly......... 82 18,450 
American Magazine..... oe 97 17,388 
eS RE rr 76 17,128 
Scribner’s..... dakeneoden 73 16,381 
Ladies’ Home Journal 

eS ee 2 15,000 
Suburban Life (cols.)...... 87 14,911 
World’s Work..........+. 66 =-14,822 





Success (cols.)..++++..2¢+* 77 13,390 
Woman’s Home Com- 


panion (cols.).......00 cs. 13,200 
Reader..... eeceeressosese 57 12,936 
Good Housekeeping...... 57 12,890 


American Homes and Gar- 
dens (cols.)....cccesesse 70 11,842 





Delineator (cols.)....+....+ 83 11,248 
Broadway Magazine...... 50° 11,200 
World To-Day............ 48 10,832 
Metropolitan ............+ 47 ~—«* 10,647 
Field and Stream a. a ee 
Red Book....---- a Oe 10,304 
Yachting (cols.) ......++- 67 9,737 
House autiful (June— 

CONS.) .. 200 ceeccecvcecce 64 95325 
Out West (June)........ 41 9,296 
PIM S005 ticsces, s0es 39 8,874 
House and Garden (cols.). 60 8,826 
Housekeeper (cols.)....+. 40 8,18: 
Garden Magazine (cols.).. 56 8,10) 
Pearson’s.....2.. ...00 eos §=635 7,980 
Designer (cols.)... ..+++-. 56 7,554 
Lippincott’s ...... nones 33 7,541 


Home Magazine (Jane— 
CONS.)..cecsccccccescoves 39 7,483 
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bY 
THE MAGAZINE OF BUSINESS 


During the first 6 months of 1907 SYSTEM 
has shown an average gain in business of 48) 
pages per issue over the corresponding perio 
of 1906, And, mind you, this gain is in cash 
business—every penny of it, not trade or 
exchange. 
Here follows the exact gain by months: 
Jan.. 37 pages— 
‘eb., 30 5 oats sein 
Mar.,76 pages—734 * 
Apr.. 68 pages—91¢ “ 
May, 51 pages—isg ‘“‘ 
June,28 pages—3ig “ 
This gain is figured on the number of pages 
carried, not on the cash value of the business. 
Had we followed this latter plan the gain 
would have been still greater, for SYSTEM 
advertising rates have advanced 25 percent. 
SYSTEM PAYS ADVERTISERS because 
it is read by more than 300,000 progressive 
business men who have innumerable wants 
and large bank accounts. 
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Pages Ag. Lines. 
New Idea Woman’s Maga- 

MBSA) ccscecvcsccces 55 7,46 
Pigrper’s BAAS 66560 cscs 33 7,421 
Ladies’ World (cols.) .... 36 75320 
Technical World Maga- 

esses: ..aceiewevs « 32 7,168 
Health Culture (Juue)...... 31 7,110 
Modern Priscilla (cols.)... 41 6,980 
S , Re ae + 30 6,720 
McCall’s Magazine (cols.). 49 6,646 
Atlantic Monthly... in. 6,175 
26 5,824 
25 54790 

coe 8 ’ 
All-Story Magazine...... a pen 
American Boy (cols.).... 28 5,679 
Travel Magazine (cols.).... 38 5,673 








Musician (cols.).... .... 34 430 

Theatre (cols.)...... deadexc. of ae 
Be. cane A haisiainee — 5,377 
Wide World Magazine.... 23 5,288 
CHPCIO NODS.) cic ccda-<ies's 30 5,183 
ny Lg eI 30 5,010 

LL A ae 19 444 

Scrap Book.... ...... 18 = 
Star Monthly (cols.). 27 3,912 
BOGUMRE 6.0008 ceccccc.. 10 3,696 
Farming (June—cols.)..... 24 3553 
New England Magazine... 15 3.360 
eS err ee 14 3.343 
Appleton’s Magazine..... 14 35314 
Van Norden Magazine.... 724 3,248 
Benziger’s Magazine (cols.) 14 2,744 
St. Nicholas... .ccuceos eos 2,688 
Transatlantic Tales...... 9 2,208 
Railroad Man’s Magazine 5 1,301 
Philistine (June).......... 16 1,005. 
Business Philosopher...... 13 953 
QEeRD ia c 0c 00 ceed eee 3 824) 
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ADVERTISING IN LEADING WEEKLY indicate that there is a slight o 
MAGAZINES FOR JUNE. gain in summer business from Y 
(Exclusive of Publishers’ own advertising.) year to year, and that the maga- tr 
Week ending June 8 : ; zine of the future may perhaps sl 
seteigenl Cols, Ag. Line have a volume of business in Me 
a iryeo «these two “off” months that will 
ae Digest... 7,060 raise them to the level of issues p 
— tenet eee , 71390 for such months as May and ‘1 
can ete wnaweednee eee 9304 . 
Semmetey Evening Post... 41 7,067 September. For one thing, there i 
Outlook ID so sbescvas 29 6,496 is the growing volume of school 7 
hurchman ........ ...++ 26 4,166 advertising July and August : 
Leslie’s Weekly.......... 17 3,562 Ft aca “ “1 i 
Associated Sunday Maga- ma held pig age Fhe ml .“ t 
SR cic cuukerhhs cecccce 897 3, neid, ’ 
Christian Herald......... 773998 centering their efforts in the slack ; 
Christian Endeavor World 12 2,334 season on securing these com- ‘ 
Mes een eee | 
WANE wise ease cohosenest 8 608 id , 
ir aneabtebigt > a8 showing. The ads are not only : 
ered Evening’ Post.. + a greater in number this year than 
barenesed' a _ 
Outlook (pages).......... 27 6,048 ever before, but of better char- 
Sov sone Oe eee 27 41496 er — more pic- 
Bcopentent {PAECS)...-.. 3564 tures, and occupy larger space, 
Christian Herald.;... coos 29 3,009 ; ° . 
Scientific American...... 14 2,912 and are written in a way that 
Associated Sunday Maga- . a to “3 fair to a 
ZINE... 00. +++000, 13 2.4 the schools more business u- 
| 6 a “pie ° hg 
Semen » | nee cational advertising is like news- 
Leslie’s Weekly.. 10 2,183 paper classified in that, once se- 
‘Week ending June 22: cured, it is apt to come back next 
Outlook (pages) .......... 78 17,646 year, and next, with moderate 
Saturday Evening Post.. 64 11,008 romotive work on the part of 
Collier’ 8 P , P 
Vooue. i 3) BB sthe. magazine. Another class of 
TT si eager iat 4I 5,864 business very like it in all re- 
Leslie's Weekly. . a 4974 spects is travel, hotel and resort 
iterary Digest.......... ‘ wi , 
Independent (pages)...... 38 444 advertising. Everybody's, ad 
Churchman. . .... 24 3945 example, which first opened a de- 
— —— 4 3296 - partment devoted to travel one 
S$ . ? 
Angacleat Sunday Maga- year ago, now has fifteen pages 
Looe vanes cbeeeaes 12 310 of such business in the July issue. 
Christian Endeavor World 12 2,246 “Summer dullness” in the back 
Week ending June 29: sections is an unmistakable con- 
Collier’s...... so 9633. dition when the advertising pages 
rd eet “i °%3 +are counted. But consideration 
BES). 0. vee 20 455 : : 
Saturday Evening a 26 45494 of the things advertised leads one 
— Herald.. : — infer that it will not always be 
UC wcceee eevece ’ 
a ependent (pages). 7 3976 SO. For fully fifty per cent of 
Leslie’s Weekly....+...+5 16 3,235 the commodities advertised in a 
ee cn 303. month like December are things 
Sdedlic Amato... 3 2616 that might better be exploited in 
Christian Endeavor World 12 2,400 the hottest summer months. 
—— —— 2062 Beverages, toilet essentials, fire- 
raebeee ees Sabeuben ; : : 
arms and fishing tackle, camping 
= om Sane: 8.806 and outing contraptions, clothing, 
EIRENE nooo eens” Hy cameras, cereal foods, motors and 
CS SESS ere 34,758 d A 5 
RES os Cares ea sécvns 31,824 bicycles, musical instruments— 
—— Evening Post... 2738s these have just as strong an ap- 
Literary Digest SS 23,935 peal in summer as in. winter, and 
atcciys tase zs az,oor in some instances stronger. 
Tae Geis ace —_— Winter is regarded as the great 
Christian Herald. ..... 12,675 season | when everybody reads. 
Scientific American...... 10,837 Magazine publishers themselves 
Associated Sundty Mage- 9,898 are so bound to this tradition 
Christian Endeavor World 9,406 that they commonly. reduce their 
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own advertising for book depart- 
ments in the summer months. 
Yet one week of observation on 
trains, boats and trolleys, and at 
shore, mountain and country re- 
sorts, would indicate that the 
most prosperous classes of the 
population have, at this time of 
the year, greater leisure for read- 
ing than at any other season. 
Thousands of men and women, 
in fact, are freed from home, 
business and social duties, and 
have little to do but read. The 
amount of periodical literature 
consumed in the average camp or 
seaside boarding house in July 
and August makes it fairly cer- 
tain that any proposition an ad- 
vertiser sees fit to lay before the 
public then will be read. That 
hundreds of general advertisers 
recognize this is shown in the 
amount of solid publicity the 
magazines carry in July for heat- 
ing apparatus, building materials, 
investments, etc. In the consist- 
ently planned advertising cam- 
paign, July and August ought to 
be months when the advertiser, 
telling his story very fully, for 
informative purposes, would lay 
down the groundwork of a cam- 
paign which would come to a 
climax in September, October 
and November, with strong sell- 
ing copy leading readers to act. 


MAGAZINE NOTES. 


Theodore Dreiser, lately editor of 
the Broadway Magazine, has been ap- 
pointed chief editor of the Delineator. 


The Theatre, as it was originally 
known, is now using an _ amplified 
title, The Theatre Magazine, empha- 
sizing its character as a general peri- 
odical rather than a publication for 
the theatrical profession alone. 


Success’s net advertising profit for 
the first seven months of 1907 was 
$172,574, and shows a gain of three 
per cent despite the $15,000 of objec- 
tionable business declined this year. 
The July issue shows a gain of nearly 
twenty per cent over July of last year 
—a tidy refutation of the “summer 
dullness” theory. 


The July Cosmopolitan easily carries 
off the poo for beautiful covers. This 
notable design by Franklin Booth is 
not only commendable from the artis- 
tic standpoint (real art at that), but is 
also one that embodies in high degree 
the “billboard” quality that a maga- 
zine needs on the news-stands. And 
third, it is an excellent piece of color 
engraving and printing. 


The newer Scrap Book, in two sec- 
tions, making a twenty-five-cent maga- 
zine that two persons can read at the 
same time, as the cover reminds the 
purchaser, seems to be fairly ‘ood 
value for the money. Reprints of old 
favorites have been scattered through 
both sections, but the original ‘‘scrap 
book” idea is not so dominant, and 
one would infer from this first issue 
of the new combination magazine that 
Mr. Munsey rather thinks it has been 
overdone. 


DATES AHEAD. 

Following the news notes of maga- 
zines published each month after 
Printers’ INK’s magazine summary, 
will appear a department for the use 
of the magazines, under the title of 
“Dates Ahead.” 


These announcements ought to be 
of genuine news character, however, 
and of real aid to advertisers in mak- 
ing up their schedules of mediums. 
They will be printed exactly like the 
“Magazine Notes” in straight non- 
pareil paragraphs, without caps, un- 
necessary italics or display lines. 


Announcements of special issues of 
magazines, or special efforts to get 
circulation through solicitors or can- 
vassers, or other announcements a 
magazine may have to make, that are 
of a news or warning nature to the 
advertising public, may be inserted in 
this “Dates Ahead’ department at a 
flat rate of forty cents a line (non- 
pareil). 


In giving such “Dates Ahead’ posi- 
tion, the largest announcement of the 
kind for each month will go top of 
column, the second largest next, and 
so on. But the nature of this new 
department will be such that even a 
two-line notice will be brought before 
the advertising public in a way not 
possible except through a costly cir- 
cular bulletin. 


° 
Here is a specimen announcement: 
Printers’ Ink believes that July and 

August are the busiest months of the 

advertising year, for that is the sea- 

son when the big campaigns are 
planned, Therefore, a list of over 

16,000 general advertisers has _ been 

secured, and beginning with July 17 

about 2,000 extra copies per week 

will be mailed for eight weeks. Forms 
for any of these issues close one 
week ahead of its date of appearance. 

No increase in rates. A personal let- 

al will also go to each name on the 

ist. 


eS 


No TROUBLE at all about selling goods 
if you sell them cheap enough. The 
difficulty lies in the making people 
willing to buy at a price that. suits 
the seller. 





oe oe 


Ir you can’t save a hundred dollars 
a year, save a hundred cents, but save 
anyway. You can’t run behind while 
you are saving ever so little, 
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SUBSTITUTION VERSUS 
ADVERTISING. 


Note that I say versus. There 
has been a great deal of work 
done on the substitution propo- 
sition within the last eight or 
nine months in the advertising 
field. This work started with the 
best of the magazines, and it 
seems to the writer that if the 
crusade is continued, the owners 
of different classes of advertis- 
ing media will have no reason to 
worry about filling their publica- 
tions with advertising, because it 
will force many manufacturers to 
advertise who are not at the pres- 
ent time spending one dollar for 
publicity. 

I believe that about one per 
cent of the manufacturers of the 
United States, only, is advertis- 
ing its products. If this is true, 
there are ninety-nine per cent 
who could be worked upon to ad- 
vantage, and who, if they were 
shown the profit in advertising, 
would be very willing to spend 
real money to get that profit. 
There are manufacturers becom- 
ing rich without one dollar of 
advertising, and many of these 
manufacturers are making their 
money on articles which are be- 
ing substituted for advertised 
commodities, 

When a manufacturer invents 
some new commodity, or puts on 
the market something which has 
not hitherto been marketed, he 
is necessarily compelled to spend 
a great deal of money to acquaint 
the public with its merits. He 
does it in good faith, feeling that 
if the people realize just what 
he has done for them, they will 
buy it. He is perfectly safe in 
this feeling until he reaches a 
point where he has made a glar- 
ing success of his business, then 
other manufacturers, who, en- 
abled by virtue of having plants 
already operating, are in position 
to make something like the ad- 
vertised commodity and to have 
it substituted by giving greater 
discounts, and exclusive sale to 
the dealers. It is, as a rule, im- 
possible to give exclusive sale on 
an advertised article, as the ad- 
vertising will not bear placing 





the sale in one store only in a 
large city. It might be possible 
in small centers, but as a general 
proposition it would not be as 
profitable for the advertiser. 
Enough imitators, each giving 
exclusive sale to one dealer, 
could keep out advertised goods 
unless the public is educated to 
not accept substitutes. 

Substitution is selling some- 
thing in the place of a commod- 
ity which is asked for. Immense 
fortunes have been made off of 
substitutes. Substitutors are get- 
ting much of the money which 
should go to the advertising 
manufacturers, and every dollar 
which is made on a substituted 
article takes just that much away 
from advertising returns, 

It seems to me that the finest 
commentary on advertising is the 
fact that it can “make good” in 
the face of the many obstacles 
which it has to overcome, the 
most serious of which and the 
hardest to combat being substi- 
tution. It would be _ perfectly 
right and proper for any manu- 
facturer to make an article like 
something advertised if he saw 
fit, providing he did not infringe 
upon the formula or trademark 
of the advertised article, but if 
he makes such an article, he 
should be compelled, by existing 
conditions, to advertise it and to 
buy the market just as the ad- 
vertiser does to-day, or stop pir- 
ating on the advertised product. 

If all of the publishers were to 
realize just what substitution 
means to them, they would make 
it a point to run enough of the 
anti-substitution material to kill 
the possibility of substituting to 
any very great extent by closing 
the market to the substitutor. 

As an advertising agency, we 
have numerous clients, whose ad- 
vertising is more or less damaged 
by substitution, and one in par- 
ticular which has made one of 
the greatest successes in the ad- 
vertising field within the last 
seven years, on a special article 
which had never been sold or ad- 
vertised before they started in the 
business. The ingenuity display- 
ed in inventing and developing 
this product should have been 
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warrant 
immense profits from their work. 
They have spent a fortune in ad- 


enough for obtaining 


vertising their product, but find 
that returns are very greatly les- 
sened because of substitution. 
There are to-day in the market 
168 manufacturers in their line, 
making substituting articles, and 
out of the entire lot there is just 
one advertising. The one re- 
ferred to has only begun adver- 
tising this year, and our client 
welcomes, with open arms, this 
new advertiser in the field. 

The writer had a rather curi- 
ous experience with some news- 
paper men not long ago, who 
stated that they had been suc- 
cessful in putting this competitor 
in the field, and they seemed to 
feel that they had done a very 
great work. I commended them 
on the work which they had done, 
but told them they had a great 
deal more before them, as they 
had 167 other manufacturers who 
are making substituting articles 
which they should compel to ad- 
vertise, or get out of the market. 

It is plain to be seen that if 
substitutors are driven out of the 
market, the advertising manufac- 
turers will obtain the business 
they should have by virtue of 
their advertising, and be enabled 
thereby to spend much larger 
sums for advertising. The pub- 
lishers should see to it that they 
protect their present advertisers 
or compel the people who are 
doing the damage, to advertise 
and obtain their own market, in- 
stead of damaging that of the 
manufacturer who uses their col- 
umns. 

We find we are frequently 
solicited, by say a newspaper rep- 
resentative, for some account 
which is running in the maga- 
zines, or by a magazine represen- 
tative for some account which is 
running in the newspapers. They 
do not seem to feel that develop- 
ment of advertising is the para- 
mount thing with them, but are 
perfectly willing to accept the 
conditions as they find them and 
get what share they can out of 
the present expenditures. 

When one stops to conside: the 
immense amount of money ex- 


pended in advertising in the Uni- 
ted States alone, every year, it is 
not so strange ‘that solicitors are 
willing to “stand pat” and take 
what they can out of what is 
running, but if these representa- 
tives, and the agents, would pay 
more attention to developing 
new accounts, it would enable all 
of us to make good profit with- 
out conflicting with one another ; 
do away with a great deal of ob- 
jectionable advertising which is 
now running, enable the news- 
papers, magazines and other pub- 
lications to clean up their col- 
umns and accept only such ad- 
vertising as they consider high- 
grade. It will never be possible 
to have a small publication, just 
starting out, feel that it can re. 
fuse advertising unless there are 
enough concerns advertising to 
accommodate all of the different 
classes of media, By looking over 
the various magazines and some 
of the largest newspapers in the 
United States,’ you will see that 
this anti-substitution crusade is 
running good and strong, and 
that instead of it being featured 
in the smaller, weaker mediums, 
the best mediums in the country 
are the ones which are doing this 
work. 

From the writer's personal 
knowledge, the first attempt at 
the suppression of this great evil 
was made by Herbert G. Ash- 
brook, manager of Jap-a-lac. Mr. 
Ashbrook has studied this situation 
for three or four years, and has 
been vitally interested in getting 
the magazines and _ newspapers 
interested in the abatement of 
substitution. He did not present 
a plan to the magazines until he 
had thoroughly gone over the 
ground and changed and devel- 
oped his original ideas to such an 
extent that he felt he was in posi- 
tion to present something con- 
crete. This work was done, per- 
haps, from a selfish motive, in an 
endeavor to. protect his own 
product; however, he has done a 
great good to every national ad- 
vertiser, and I think that all of 
the advertisers in the country 
should feel very grateful to him 
for it. 


He induced about forty-six 














34 


magazines to run the copy regu- 
larly and took his own time to 
write up some of the best copy 
which has been presented to the 
public. We are handling the 
Jap-a-lac account, and have there- 
fore become very much interested 
in this anti-substitution crusade. 
Our reason for feeling so vitally 
interested is because of our close 
association with the Jap-a-lac 
Company, and the points which 
have been brought out so forci- 
bly by Mr. Ashbrook to show us 
how much damage is being done 
to his product because of sub- 
stitution. 

The writer had a conference 
in Chicago, about two months 
ago, with twenty-five of the 
Special Representatives of 250 of 
the largest newspapers in the 
United States, and presented a 
plan to them which they seemed 
to think was feasible and on 
which they took vigorous action. 
They have an association in 
Chicago which seems to be very 
much up to date. They grasped 
the idea at once and realized how 
much they were losing by not 
compelling substituting manu- 
facturers to advertise their pro- 
ducts rather than to damage the 
advertising which the newspapers 
already have, and not spend a 
cent in return. 

I believe there is not a manu- 
facturer who advertises exten- 
sively who will not endorse the 
anti-substitution campaign right 
up to the limit. If he will study 
the situation in the most super- 
ficial way, he will realize that he 
is losing something by virtue of 
having his goods _ substituted 
upon when they are asked for, 
instead of having every single 
sale made which is created by the 
advertising he spends good money 
for. Because of the anti-substi- 
tution campaign emanating from 
Cleveland, we are in very close 
touch with such publications as 
have taken an interest in it and 
published articles in reference to 
it, and the writer would say, he 
has received a great many letters 
from different publishers stating 
they have been enabled to get 
new advertising which they could 
never have otherwise touched, 
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because of the anti-substitution 
work they are doing. 

Those who have had experi- 
ence in running this matter, seer 
to feel extremely enthusiastic. It 
is not at all strange that the 
longer they run it the more en- 
thusiastic they become, and my 
desire in writing this article is to 
impress upon all publishers and 
also upon the advertisers, the 
value of keeping up this crusade 
to a point where advertisers can 
get what is coming to them, and 
where publishers can get new ad- 
vertising by virtue of its being 
made impossible to substitute. 

I am making this statement 
without authority from Mr. Ash- 
brook, but I feel certain that if 
there is any information regard- 
ing the anti-substitution cam- 
paign wanted, he will be very 
glad indeed to furnish it to any 
publisher who will write to him. 
If there is anything we can do 
as an agency, which has _ taken 
such a vital interest in this mat- 
ter, we shall be glad to answer all 
questions, as we know there are 
a great many points that a per- 
son who has not studied the sit- 
uation very carefully and thought- 
fully, will not understand at first. 

I have received so many let- 
ters from different publishers 
asking information regarding the 
anti-substitution crusade that I 
thought it would be better to go 
into the matter in detail and ex- 
plain its fundamental principles. 

It would indeed take a long 
article to cover every point of 
this work, and its development 
up to date. There seems to be a 
new phase to it every day. 

As substitution is eliminated or 
killed, we find that the manufac- 
turers are becoming more enthus- 
iastic advertisers. We, as an 
agency, have not talked to any 
single manufacturer who has not 
been in perfect sympathy with 
the work, and who has not com- 
mended the magazines and news- 
papers which have taken it up so 
enthusiastically. 

There have been some splendid 
articles in the Philadelphia North 
American, Philadelphia Record. 
Indianapolis News, Cleveland 
Plain Dealer, Cleveland Leader, 
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Chicago Tribune, Chicago Rec- 


ord-Herald, Boston Herald, 
Pittsburg Dispatch, Baltimore 
Sui, Brooklyn Eagle, and a 


great many other of the largest 
and most influential newspapers 
in the country. In addition to 
which I would call attention to 
six special editorials written by 
Arthur Brisbane and printed in 
all of the Hearst newspapers. 

I sincerely hope that the pub- 
lishers of these papers will con- 
tinue the good work, and believe 
they will as they see the benefits 
accruing from it. 

It is to be acknowledged that 
the manufacturer will receive 
great benefits from killing substi- 
tution. I think any publisher who 
cannot see it will be easier for 
him to get advertising by virtue 
of killing substitution, is very 
short-sighted, 

When one stops to think that 
almost any person can get up a 
nondescript imitation of an ad- 
vertised article and sell it at a 
lower price, thus injuring the ad- 
vertised article and making 
money without any expenditure 
in advertising, it seems that we 
should all work together in forc- 
ing the non-advertising manu- 
facturer who as an imitator is at 
present pirating on advertised 
goods, into the advertising game, 
or out of the field. 

If any skeptical publisher 
should desire information as_ to 
the particular benefits he might 
derive by running anti-substitu- 
tion matter, I shall be pleased to 
give him some positive examples 
of what has been done by pub- 
lishers who are at present run- 
ning it. 

“One cannot plant an acorn to- 
day and grow an oak to-mor- 
row.” If substitution is to be 
entirely done away with, it will 
require a long, strong campaign 
against it, and we who are inter- 
ested in advertising will feel 
when this has been accomplished 
that we are near utopia in our 
chosen field. If we can educate 
the American public to insist 
upon. getting just what it asks 
for, and not to take anything as 
a substitute, we will have ac- 


complished the one thing which 


will make all advertising good 
and which will bring near 100 
per cent returns on every dollar 
expended for publicity. 

I wish to extend my thanks to 
all publishers who are so loyally 
co-operating in this work. 

ARCHIBALD E, FowLer, 
Pres. The Fowler-Simpson Co., 
Cleveland. 


ee 


A LITTLE SERMON. 

The basis of effective advertising is 
your reader’s self-interest. 

Describe the goods as fully as you 
please. Talk about your factory, your 
reputation, your methods, your business 
policy. Give pictures of processes, prod- 
uct or pretty girls. Build up the story 
from your standpoint, and emphasise it 
by fine printing. Strengthen your argu- 
ment with logic, physiology, mechanics 
or tradition, and still the whole thing 
will fail unless this elaboration leads up 
to the point where the reader is told 
what the goods are going to do for him. 

Dissect the ‘‘live’ selling advertise- 
ment, and it will be found to lie in 
every sentence that arouses the desire of 
possession. After the clothing factory 
has been described and the suit pictured, 
then the advertiser must put the coat on 
the reader and smooth it down the back. 
Description is largely fudge unless it 
leads up to arguments that arouse this 
desire for possession. It may be impos- 
sible to arouse desire until description 
has demonstrated desirability. But un- 
less the advertisement appeals in the end 
on a strict basis of self-interest, it 
wastes words, printing-ink and paper. 
Interest is one thing in advertising. 
Self-interest of the reader is another. 
Get them well-defined in your mind, and 
be sure to put them both in. If one 
must be left out, let it be mere interest. 
—Advertising World (London). 


or 
A DRUGGIST’S ADVERTISING. 


I am a thorough believer in adver- 
tising when a sufficient percentage of 
returns can be secured for the amount 
of money expended, but it is not good 
policy to spend a greater amount in 
advertising than the advertising re- 
turns in profit on sales. Advertising 
is of greatest value in disposing of 
some particular article, and it is pro- 
ductive of the greatest percentage of 
returns on the amount expended when 
it is hammered thoroughly in, so to 
speak. An advertisement appearing 
periodically, cannot he satisfactory to 
any merchant. Of the different meth- 
ods .used by druggists I can unhesitat- 
ingly say that the only one which is 
really profitable in general advertising 
is the window display.. I take great 
care to have my windows appear at- 
tractive to every person passing, and 
use window strips only to the point of 
enough, Any sort of reading matter 
in a window is liable to be overdone.— 
F. gl Rand, Denver, in Western Drug- 
gist. 














36 
ST. PAUL TO ADVERTISE. 


St. Paul, Minnesota, has fair- 
ly entered upon a plan of pub- 
licity which, from the enthusiasm 
shown by the men_ engaged, 
promises much for sane and ra- 
tional advertising: of the city. At 
present it is in the hands of a 
committee of the Town Crier’s 
Club, an organization of sixty 
active advertising men. The 
prominent men in the advertising 
departments of the Northern Pa- 
cific, Great Northern, and other 
railroads, with headquarters in 
the city, are interested in the 
movement, and are giving their 
efforts without remuneration, 

To finance the plan every com- 
mercial club, board of trade, and 
similar body in the city was 
asked to send two representatives 
to make up the general com- 
mittee. At first the constitutent 
clubs were asked to pledge $1,000 
each. This kept a number of 
smaller clubs out and voluntary 
subscriptions were decided upon. 
This committee elected an exec- 
utive committee of practical busi- 
ness and advertising men, who 
mapped out a plan which includes 
the expenditure of $200,000 in the 
next two years. 

In order to start the work and 
pave the way for active efforts 
of an experienced publicity man 
who will give his whole time to 
the matter, the Town Crier’s 
Club appointed a committee to 
begin the campaign. This pre- 
liminary work consists first, in 
informing the people of St. Paul 
about their town and its advan- 
tages, giving them talking points 
when they meet strangers. The 
newspapers have been generous 
and columns of reading notices 
and a number of display ads have 
been already used. Full details 
have been published of the 
growth of the work and the or- 
ganization of the Consolidated 
Publicity Bureau, which is hand- 
ling it. 

St. Paul is a railway clearing 
house for the Northwest for both 
passengers and freight, and every 
visitor to the city is to be made 
at home and shown the advan- 
tages of the town. In a new 
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capitol, auditorium, fourteen rail- 
way terminals and number of 
trains second only to South Sta- 
tion, Boston, the capital of Min- 
nesota has much to show visitors. 
Through the connection of mem- 
bers of the bureau with the rail- 
way lines, knowledge of the ap- 
proach of prominent men can be 
learned. These will be sent let- 
ters of introduction to St. Paul 
residents, in the same line of 
business of same profession, who 
will entertain them while in the 
city and show them the sights. 
For those not discovered before 
they arrive, the bureau will open 
an office in the business part of 
town, with rest rooms and _ in- 
formation bureau where all ser- 
vice possible will be rendered. It 
is planned to furnish guides to 
the street-car lines and direct 
visitors to the parks and objects 
of interest. Booklets and _leaf- 
lets will be carried away with 
every caller. 

After the preliminary advertis- 
ing is done in the city, display 
ads will be run in dailies of other 
cities. Feature stgries will be 
prepared by former newspaper 
men on live topics connected with 
the city, for free use by Sunday 
papers. The bureau expects a 
large amount of publicity in this 
manner. Similar articles will be 
submitted to magazines. Later 
plans contemplate the use of dis- 
play ads in the national maga- 
zines, as several California cities 
have been doing. 

The efforts thus far have re- 
sulted in obtaining several manu- 
facturing plants, and a number 
of other cities of the Northwest 
have started similar plans. There 
is remarkable co-operation among 
the business men, and_ several 
organizations have already 
pledged large sums, although no 
definite canvass for funds has 
been made. So far ‘all services 
rendered have been gratuitous. 

—_~+@—_——— 

As a compliment to its American 
customers, one of the largest depart- 
ment stores in London has priced _ its 


goods in United States and in English 
currency.—Browning’s Magazine. 
+08) ————— 
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4 YEARS FOR $5 


The subscription price of PrinTeRs’ INK is $2 a year, 





but a four years’ paid-in-advance subscription can be had 
for $5, or four one-year subscriptions for four separate 
subscribers for the same sum, or twenty for $20. Some 
intelligent newspapers find it a good investment to sub- 
scribe for copies for their local advertisers. It teaches 
them how to make their advertising pay, and to become 


larger and better advertisers. 




















An Admirer. 


We do not use inks, but the writer never fails to read your “‘ Printers Ink ” 
ads with much interest, because of their honest, straightforward talk, 
Should like to see your folder, ‘‘ I Wonder Why,”’ which I am sure will be 
instructive reading for any one interested in honest advertising. 
BuFFALo DENTAL MANUFACTURING Co., 
Charles O. Rother, Sec’y, 


It seems strange that so many printers throughout the 
country who have been reading my literature for years 
cannot be convinced that they are making a mistake 
buying inks on credit and paying three and four times 
my prices for inferior goods, simply because they are 
not compelled to send the check withthe order. Many 
of my customers have admitted wasting profits for 
years, simply because they lacked the nerve to send 
the money for a trial shipment of my goods. The pur- 
chaser is the sole judge, and when he is dissatisfied the 
cash is refunded, also the transportation charges. 
Send for my sample book and price list. 








ADDRESS 


PRINTERS INK JONSON 


17 Spruce Street, New York. 
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At this particular time of year 
the average person is earnest in 
his desire to discover a suitable 
pleasure resort. The railroads 


in thei> advertisements dilate 





_ Au Sable Chasm 
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Send Sc. pestage for free 
copy of 
“A Semmer Paradiee” 
300 p..i with hotel andbeard- | 
ing-house rates; etc., in the coo? 


resorts. 
. A. Beard, G. P. A, Ab 
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upon the attractions of’ the 
scenery and the picturesque sur- 
roundings of the territory which 
they traverse, including also some 
feature of pictorial embellish- 
ment. The Delaware & Hudson 
in their newspaper single col- 
umn advertisement marked No. 
1, have not taken advantage of 
either their space or their oppor- 
tunity. An unsatisfactory attempt 
has been made to show a section 
of Au Sable Chasm with the 
gloomiest possible result. The 
picturesque value of the land- 
scape is certainly not demon- 
strated in the sketch, and the 
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‘COMMERCIAL ART CRITICISM 


BY * GEORGE” ETHRIDGE,, 41 UNION SQUARE, N.Y. 
READERS OF PRINTERS’ INK. WILL? RECEIVE.’ FREE OF CHARGES 
CALTICION OF CCOMMERCIALSART MATTER SENT TO MR. ETHRIDGE. 








space contains no suggestion of 
the beauty of the spot to which 
people are asked to go. If a pic- 
ture of a resort is shown at all, 
it should be so inviting, so allur- 
ing and so eye-catching, that peo- 
ple will be influenced by it to the 
extent. of spending real money 
for railroad tickets. Time is 
fleeting and the eye which runs 
over the advertisement, wants 
and demands to know what it is 
all about without the puzzling 
confusion of the Delaware & 
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Hudson advertisement. The name 
of the road is far too obscure, 
and hidden down in a distracting 
maze of varying styles of type 
which display is remarkably in- 
effective. 

In sketch No, 2 we have an 
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illustration that will print cleanly 
and clearly in any medium, and 
at the same time reserves ample 
space for appropriate story. 

* * * 

If the advertisement of the De- 
troit & Buffalo Steamboat Com- 
pany were given a full page 
magazine space instead of the 
quarter page form in which it was 
reproduced, the picture would call 
for little criticism, In its present 
size the faults are obvious. Too 
many figures and too many ac- 
cessories are crowded into too 
small a space. This is a difficult 
lesson for the artist to learn. It 





THE WATER WAY 
BUFFALO-+° DETROIT 






- The D.& B. Line 
Steamers leave J 
Buffalodaily at 5:30 
P.m.,(eastern time) 7 
and Detroit week ZG 
days at 5:00 p. m., 
Sundays at 4:00 - 
p.m. (central time) reaching their destine 
ation the next morning. Direct connect- 
ions with early morning trains. Lowest 
rates and superior service to all points west, 
Rail Tickets Available on Steamers 
All classes of tickets sold reading via 
Michigan Central, Wabash and Grand Trunk 
Railways between Buffalo and Detroit, in 
either direction will be accepted for trans- 
portation on D. & B. Line Steamers, 
Send two cent stamp for illustrated pam- 
phlet and Great Lakesmap, Address, _ 
L, G. Lewrs, G.P. A., Detroit, Mich, 
Detroit & Buffalo Steamboat Co. 
Puiip H. McMrrxiayn, A. A. ScHANT2, ° 
Vice President. Gen’l Manager, 














requires a technical knowledge of 
the requirements of reproduction 
which through inexperience is 
almost invariably lacking. Take 
the most artistic effort of the 
most talented artist and _ repro- 
duce the result in a space too 
meagre for it, and you have a 
dim jumbled picture that fails in 
its mission. Here, in less than a 
quarter page, we have a full 
grown ocean liner, the deck of 
a second, its bridge, deck chairs, 
etc., and a typical Roosevelt fam- 
ily in number—too much. 
* * * 
Ten sizes of type, to say noth- 
ing of opposite styles, are too 
many to use in a one quarter 





advertisement. 
The Northern Steamship Com- 
pany design conveys no concep- 
tion to the reader of the beauty 
of the trip advertised. 


page magazine 


“In all 


at Lakes America‘ 


all) NORTHERN| 
STEAMSHIP CO. 


S.S. NORTH WEST 
Leaves Buffalo Saturdays aod 
Duluth Tuesdays. 

S.S. NORTH LAND 
Leaves Buffalo Wednesdays and 
Chicago Saturdays. 
American or European Plan 
‘TO all lake resorts, including 

Mackinac Island, Sault 
Ste. Marie, Marquette, Hough- 
ton, Duluth, Harbor Springs, 
Milwaukee and Chicago. 
Season from Juvie 22d to 
first week in September 

TICKETS 
OPTIONAL 
Rail or Steamship 


Werte for particulor® and 
Printed matter to 


W. M. LOWRIE, G.P.A. 
379 Broadway, New York 








































the world no trip like this” is an 
alluring and inviting catch phrase, 
and it could have -been printed 
legibly and clearly on a _ white 
ground, so that “He who runs 
might read,” but the wash back- 
ground effectively kills it, and the 
treatment as applied to the draw- 
ing of the steamship condemns it 
to the same fate. A pen and ink 
drawing simply executed would 
have been infinitely better for the 
purpose. 


— >> 


IN LONDON TOWN. 

My Baedeker tells me that the first 
omnibuses plying in London’ were 
“much heavier and clumsier than 
those now in use.” But of course this 
is a mistake, for they couldn’t have 
been. 

I have heard that tucked away among 
the gay-colored advertisements that are 
patchworked all over these moving 
Mammoth Caves are small and neatly- 
lettered signs designating destinations. 
I do not know this. I have never been 
able to find them. But it doesn’t 
matter. To get to Hampstead Heath, 
you take a Bovril; to go to the City, 
take Carter’s Ink; and to get anywhere 
in a hurry, jump on a Horlick’s Malt- 
ed Milk. There is also a graceful ser- 
pentine legend lettered down the back 
of each ’bus, but as this usually says 
“Livernool Street,” I think it can’t 
mean much.—Putnam’s Magazine, 
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STORE NEWS AND THEATER 
GOSSIP. 

Did you ever stop to consider what 
an enormous amount of space is de- 
voted in the newspapers to matter 
about the stage? _ On the face of it, 
if self-interest was the greatest con- 
cern of the editors, you would suppose 
that the big dry-goods stores would 
receive the most attention. Their ad- 
vertising is worth ten times that of 
the theaters, and it continues all the 
year round. But the theaters! Good 
heavens, a leading man has only to 
slip on a banana-peel to get at least 
a quarter of a column printed about 
him the next morning, On the other 
hand, the big stores are very seldom 
mentioned, though the newspapers _al- 
most live on their advertising bills. 

But if the stores did not get the 
worth of their ‘money they would not 
advertise. Besides, if a newspaper 
ever criticised Wanamaker’s or Mc- 
Creery’s latest importations as they 
sometimes criticise a new play, how 
long do you think the regular adver- 
tisement would be permitted to stand 
in that paper? If the theaters receive 
what you may consider an_ excessive 
amount of space, it is only because 
the general public loves to read about 
them. The papers, kag see,, have a 
chance to get even by allowing their 
reviews to say just what they think 
about new productions. As_ for the 
dry-goods stores, go to any editor with 
a bit of inside information about one 
of them, such an item as they would 
be eager to get hold of were it theatri- 
cal, and you will discover that not a 
paper will print it, for fear of some 
darky in the woodpile that may offend 
a concern that controls so much ad- 
vertising.—Scrap Book. 


ie ee 
AN ODD SCHEME. 

E. L. Dallam & Son, clothiers in 
Macomb, IIl., are using a queer adver- 
tising scheme. In one of their show 
windows is posted the following ques- 
tion, to which written answers are so- 
licited: “If you had despaired of col- 
lecting your claim against a man and 
you found his pocketbook, containing 
the amount of money he owed you, 
what would you do with it?” For the 
best answer received they will present 
the writer with his choice from their 
neckwear department. All answers are 
required to be registered by 7 p.m., 
Saturday, and should two answers be 
alike the first will be given preference. 
A new question is submitted each week, 
—Merchants’ Record and Show Win- 
dow. 








Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (299 lines) 
Sor each insertion, $10.40 a line per year. Five 
per cent discount may be deducted if payment 
accompunies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly in advance. Ifa specified position is 
demanded for an advertisement, and granted, 
double price will be charged. 


WANTS. 


APABLE YOUNG MAN wishes reportorial or 
circulation work. W. INGERICK, Tioga, 
West Virginia. 


V ANTED—Experienced ad solicitor and edi 
’ tor for leading textile paper in South. 
W.C, DOWD, Charlotte, N. C. 


[ LLUSTRATED FARM SERVICE for dailies. 
Page mats or any way to suit. ASSOCIATED 
FARM PRESS, 112 Dearborn St., Chicago. 


A DVERTISING Solicitors, One in each large 
center for $3.00 magazine. Commission 
only. Address “P.,” Box 2, Station N., N. Y. City. 


‘(HE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


UDITORS and Accountants wanted to fill 

positions paying $1,000-$5,00C, Write to-day 

and state position desired; offices in‘12 cities. 
HAPGOODS, 305 Broadway, N. Y. 


FAESRIENCED Advertisiag Solicitor now with 
trade paper desires to make change Aug. 1. 

Would consider position with genera} Mayazine 

on comm'ssion basis. “SOLICITOR,” care P. 1. 


RACTICAL NEWSPAPER MEN WANTED to 
fill desirable tions now open. We can 
give every capable man the opportunity for 
advancement. Send for free klet No. 7. 
FERNALD’S NEWSPAPER MEN’S EXCHANGE, 
Springfield, Mass. : 


6 ADVERTISERS’ MAGAZINE”—Tue | West. 





ot Aavertising” in existence. Trial subscription 
ten cents. Sample ow free. THE WESTERN 
MONTHLY, 815 Grand Ave., Kansas City, Mo. 


YOUNG MEN AND WOMEN 

of ability who seek positious as adwriters 
and ad managers should use the ciassified col- 
umns of PRINTERS’ INK, the business a for 
advertisers, published weekly at 10 Spruce St, 
New York. Such advertisements will ve inserted 
at 20 cents per line, six wordsto the line. PRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in tue United States, 





ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity for reaay positions at a@ week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where. One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De 
mana exceeds opel 
GEORGE H. POWELL Advertising and Ruat- 
ness Expert. 471 Metropolitan Annex, New York. 





WwW ANTED-—‘Strictly High- 

Crade Advertising sales- 
man acquainted with 
hardware manufacturers in 
the East. Permanent, poying 
situation to right man. All 
correspondence strictly confi- 
dential. Address - P.,”’ care 
Printers’ Ink. 


—_+o+_——_. 
COIN MAILER, 


$2 60 PER 1,000. For 6 coins $8. Any printing. 
de ACME COIN CARRIER CO., Burlington,la, 
“ . 





o 
DIRECTORY OF NOVELTY MANU- 
FACTURERS. 
GENTS wanted to sell ad novelties, 254 com. 
3 samples, !0c. J.C. KENYON. Owego,N.Y,. 
ooo 
PAPER. 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York City. 
Coated papersa specialty. Diamond B Perfect, 
Write for high-grade catalogues, 
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PRINTERS, 


FE print catalogues. booklets. circulars, acv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. Cv.,, 514 Main St.. Cincinnati. ©. 
a oe 
SUPPLIES. 


V 7 D. WILSON PRINTING INK CO., Limited, 
e of 17Spruce 8t., New York. sell more mag: 
ety5 cut inks than any other ink bouse ip the 
tr 
Special prices to cash buyers. 


(= PASTE pre as needed. ‘Try 
Bernard’s Paste Powder; c'enner, better 
and cheaper than muciiage; mix it as needed 
with cold water; 216 carton, enough for 12 
months in average office; eT ae to ang 
address for 60 cents. BEKNARD, 609 Rector 
Building, Chicago, Il. 












TACS AND BUSINESS HELPS 
will put rou in touch with more business. There's 

3 possible customer in every commercial enterprise. 
Tufermation snd extalogue seut on request 


Dennison <Manufacuiing Sompany 


Resten New York Philadelphia Chieago St. Lewis 














COIN CARDS, 


&s PER 1 Less for more; any printing. 
Ov THE Gorn WRAPPER Cv,, Detroit, Mich. 
—__+or—_—_ 


FOR SALE, 


F°® SALE — Two-letter linotypes, recently 
rebuilt, doy t uaranteed, Immediate deliv- 
ery. Adaress * ITE,” care Printers’ Ink. 


RINTERS—Prosperous job Office in flourish- 
ing Western city. Jeger ‘oii balance 
tosuit. “BOX 317,” ?ueblo, Colo. 


FOR SALE—G00D PAPER, 
Paying $2,300 yearly. $3,000. 
REVIEW, North Branch, Minnesota. 


ane SALE-—8 page Scott perfecting press, with 

ecessary curved stereotyping machine: y. 

Will print 4 or 8 pages; 6, 7 or 8 columns, In ve1y 

00d condition. Address JOURNAL AND TRIB- 
NE, Knoxville, Tenn. 


OUR OPPORIUNITY.-Printing Plant for 
Sale. The old-established and prosperous 
LOIUs PRESS is now offered for sale. as the 
owners, Nathan Brothers, have other interests 
which demand their attention. The plant con- 
sists of two cylinders, six job presses, type, etc. 
Terms, $2,500 cash, balance on time. The profits 
of the business wiil more than meet the deferred 
payments. This is an exceptional op porsaniy 
to secure a live, going business. LOTUS PRESS, 
121 West 24th Street, New Yor 


ADVERTISING OUTFIT CHEAP. 
Complete rate card files, compiled by an 

authority; over 6,000 newspaper represented, also 
magazine and mail-order publications; alpna- 
betically compil 

Monthly special “clothing service to retailers, 
all pians and complete publication, including 
mailing list of 20,000 good buyers; only those 
who advertise 

Drawings and éuts for immediate use, for fash- 
ion and mercantile purposes. 

Whole outfit cost over $5,000; firm out of busi- 
— ans to clean up affairs: no reasonable offer 


WactER K. BARTON, 141 Broadway, New York. 
<> >—_____ 


STEREOTYPE OUTFITS, 


Oy ~4 simplex stereotyping outfits. No heat- 
/ ing of type in the Cold Simplex Stereotyping 
Process. Superior plates. ooklet for two 
stamps. HENKY KAHRS, 20 East ‘ssa Street, 
New York. 
Si mnedium sized. —We are ready to install a 
medium-sized stereotyping outfit, What 
ou to offer f Linas = ines must be guar- 
oo to be in good con: n. “P, O. BOX 1404,” 
Philadelphia, P: 











BILLPOSTING AND DISTRIBUTING. 


ATEST authentic population figuresare given 

for each town or city given in membership 

list of the Associated Billposters and Distribut- 

ors. CHAS. BERNARD, Secretary, Kector Build- 
ing, Chicago, 111. 


PATENTS. 
peamPATENTS that PROTECT 
Our 8 books for Inventors mailed on recet r 
of 6 cts. stamps. R. 8. & A. B. LACE 
Washington. Db. CO, Exatab. 1869. 








Se 
BUSINESS CHANCES. 


7}OR SALE—Patent and established business. 
Excellent o OPH STEMP for large printing 
house. Address,C. H. STEMPEL, Burlington, Ia 


ALESMEN— Write the DA’ the DAYTON LABET. CO., 
Dayton, O., for sample outfit and sell 2 

yee GUMMED sTIc REKS for 31*on the ike dd 

0 per cent com, and a square deal. Write now. 








PREMIUMS. 


T HOUSANDS of suggestive premiums suitable 
for publishers and others from the foremost 

makers and ee dealers in jewelry anc 

kindred “i: by list price illustrated 

catalogue jreatest book of its kind. 

Published ee. 35th issue now ready ; free 

8. F. MYERS CO., 47w. and 49 Maiden Lane, N. a 


> 
SPECIAL NOTICE, 


ROYAL ROAD TO KNOWLEDGE—Millions 

of up-to-date Parcs and clippings on 
every topic, from all sources, classified ffcr ae 
stant reference, Calls or correspondence. ‘I 
SEARC H- LIGHT INFORMA‘I10: LIBRARY, Ma 
Fiith Avenue (opposite the Waldorf). 








or 
CARD INDEX SUPPLIES, 


G* ET prices on Stock Cards anid Special Forms 
XZ from manufacturers. Cards furnished for 
all mane of cabinets. Spevial discounts to 
Printing Trade. 
STANDARD INDEX CARD COMPANY, 
707-709 Arch St.. Philadelphia, Pa. 
~~? 





DISTRIBUTION, 


Mr. Advertiser, 
Can’t You Use It? 


OUR LIST OF GUARANTEED DISTRIBUTORS 
covering the United States and Canada like the 
or. b. Men will pare! e your eg | 

anywhere and to an. 
ON FOU RTH THE Cost of f Maibinee we 
will handle the business for you, or, if you 
refer to a your contracts direct with our 
Jistributors, WE WILL MAIL YOU OUR _DIS- 
TRIBUTORS? DIR ECTORY FREE. WE GUAR- 
Axes EE AN HONEST DISTRIBUTION, and will 
ig Pi rater not so Distributed or destroyed. 
RITE Ww. e if we can’t do some- 
thing hs B. r. gy IS, Publishers’ ‘Com. 
mercial Union and Bradstreet. 
NATIONAL DISTRIBUTING CO., 
700 Oakland Bank Building, Chicago, Ill. 





te 
HALF-TONES, 
EWSPAPER oe: TONES. 
2x3, 75c.; 3x: 3 4x5, #1. 


| ew rep be when cis eeehentien the order. 
end for sam 
KNOXVILLE ENGRAVING ‘AVING CO., Knoxville, Tenn, 


| ge -TONES for the job f job poem, neWspaper or 
catalogue. (Our new location is right in 
the — of the city, two blocks from Times 
re subway station. STANDARD ENGRAV- 
G CO,, Sevevth Ave. at Fortieth St., New York. 


|S fag ne or line productions. 10 square 
inches or smaller. delivered prepaid, 742.; 
6 or more, 5%c. each, Casa with order. All 
newspaper screens. Service day and night. 
} dnd for circulars. a Fo tee 
ewspaper process-engraver. !, O. x . 
Philadelphia, ra. 
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BOOKS. 


Forty Years an Advertising Agent 
BY GEORGE P. ROWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as & real business force. 
The remainder of the edition (published last 
year) is now Offered for sele. About 600 es, 
5x8, set in long primer, with many half-tone 
portraits Cloth and golo. Price $2, prepaid. 

HE PRINTERS’ INK PUBLISHING CO., 10 
Spruce St., New York. 

——- +o 


ADVERTISING AGENCIES. 


D A. O°GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively. 


W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, 8t. Louis, Mo. 


GRICULTURAL and Newspaper Advertising. 
A.C.THEGEN AGENCY, 422 Drexel Bdg.,Phila, 


HE IRELAND ADVERTISING AGENCY, 
. 2015 Tribune Building, New York. 
925 Chestnut Street. Philadelpbis. 


A= ¥RANK & CU., 26 Broad Street, N. Y. 

General Advertising Agents. Kstablished 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof all kinds placed in every part of the world, 


For $750 We Can Frenchify Your Products 
by placing your aivertising in publications 
reabien at least 2,000.00) French-speaking Cana- 
aiang and Americans. It will be enough to 
tempt you to keep on. We re-write your ads in 
French free of charge and translate your book- 
lets at most moderate charge. We invite cor- 
respondence. 
The Desbarats Advertising Agency, Ltd. 

Suite 50, 42 Victoria Square, Montreal, Canada. 





PRINTERS’ SUPPLIES. 


Gordon Press Motors 


Just perfected friction drive, variable speed, 
alternating and direct current Motors for Gor- 
don and Universal Presses. Variations 100 to 3,000 
impressions per hour. Write for booklet “P.” 

GUARANTEE ELECTRIC CO., 
Chicago, Ill. 
~~? 
PRINTING. 
Promr delivery of highest quality printed 
business forms and advertising matter, is 
our specialty. Let us estimate on your nex 
order. If your job is a very technical one or re- 
uires exactness in all respects we can suit_you. 
‘HE BOULTON PRESS, Drawer 9, Cuba, N. Y. 
—— ++. 


PUBLISHERS. 


Newspaper Publishers 


DESIROUS OF INCREASING 


Local Advertising Patronage 
WILL LEARN OF 


A Most Effective Plan 


BY ADDRESSING 


THE LINCOLN PUBLISHING CO. 
38 to 62 S. 4th Street, 
Philadelphia, Pa. 


Only one paper in each town will 
be considered. 





MAILING MACHINES. 


es DICK MATCHLESS MAILER. lightest and 
quickest. Price $14.50. F. J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 


——_+o>—____—__- 
LIFE INSURANCE, 


New Life Insurance Company, PROTECTIVE 
LIFE by name, with headquarters at Birm- 
ingham. Ala., wants an advertising insignia or 
trademark for permanent use: one capuble of 
being used in a very smal) or larger way. A 
good fee will be paid for any accepted form. 
Address WIILIAM D. JELKs, P. O. B. 324, 
Birmingham, Ala. 


+e 
PUBLISHING a OPPORTUNI- 
TIES. 





REAT Trade Monthly; 
po Has high standing in large fleld; 


paid cir 

Carries about $35.000 advertising. 

Now pays good returns on $50,000. 

Can be bought for-th it sum. 

The right man shoutd net writes annually. 

EMERSON P. HARKIS, 
Broker in Publishing Property, 
253 Broadway, New York. 





++ 
ADVERTISING MEDIA, 


| eee Troy (Ohio) ReEcorp is a daily of the 

Montreal Star class published in a 6.000 

town. Circulation covers city and Central Miami 
County thoroughly. Send for rate card. 

+--+ 

PUBLISHERS. 


UBLISHERS inserting the following notice, 
Fr sending a manned copy ee “or Bicaive a 
em, comp. and make-up rule free. GAGE TOOL 
COMPANY, Vineland, Ns. 
Copy OF NOTICE. 
CARPENTER—the Self-Setting Plane is made 
in Vineland, N. J. It cost more than others 
—is sent on trial where not sold, and can be 
used by the inexperienced—Kd. 











“MAKING A 
NEWSPAPER” 


By John L. Given, recently of the 
New York“ Evening Sun.” 
325 pages. At Booksellers, $1.50; 
By Mail, $1.62. 


WHEN 


the Springfield Republican says, 
‘*A model of reportorial writing,” 
the Boston Globe, ** An uncommon- 
ly good piece of reporting,” 
the New York ‘Evening Sun, ‘‘Con- 
tains information to be found in no 
other book with which we are ac- 
uainted,”’ 
the Toronto Globe, ‘Filled with 
interest from the first paragraph to the 
last. For the young aspirant, for a 
journalistic career, there is no end 
of valuable information,” 
And 64 other leading newspapers 
commend it, it means that 


“* Making a Newspaper” 
does what it is intended to do. It 
is intended to tell a nation of news- 
paper readers—among them a good 
many thousand interested in advertis- 
ing - exactly how a daily newspaper is 
made, and to be of service to pros- 
pective newspaper workers and coun- 
try workers who aim for the prizes of 
the big cities. 

First edition exhausted in six weeks. 


HENRY HOLT & CO. 2%. W- 234.8+ 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
ecards orcirculars, and any other suggestions for bettering this department. 








MERCANTILE Trust COMPANY, 

Advertising and Purchasing Dept. 

Satnt Louis, 
Editor Ready Made Department: 

Dear Sir—Attached are four ads 
which we recently ran in two English 
and two German dailies. 

These ads were preceded by a page 
ad each Monday in three other daily 
papers, all bearing on the advantages 
of carrying funds in the form of our 
Travelers’ Checks. 

Various lists, aggregating twenty 
thousand names, were sent a_ letter, 
written on a note head urging that our 
Travelers’ Checks be used on their 
vacation trips. 

If consistent, I would be glad to 
have an expression as to this copy. 
Yours verv truly, 

(Signed) Joun RutnoG, Jr., 
Adv. and Pur. Agent. 





One of the surest things about 
these ads is that they are not 
likely to be overlooked Each 
occupies a space six inches deep, 
the full width of a St. Louis 
Star-Chronicle page. Almost half 
the space, at one end, is given to 
the display of a half dozen words 
in large type, and the text also 
is in large type. Ads so promi- 
nent and so timely, reinforced by 
circularizing 20,000 names, ought 
certainly to dig up a lot of busi- 
ness and go far toward creating 
the impression that there is but 
one place in St. Louis to buy 
travelers’ checks, Mr. Ring has 
made much, too, of a point which 
is often overlooked or given in- 
sufficient attention—that many 
people who ought to know what 
a traveler’s check is, really have 
very little idea of its convenience 
and safety in carrying funds. 
Two of the ads are here repro- 
duced to show the kind of ex- 
planation and argument em- 





ployed: 
HAVE YOU MADE YOUR VACA- 
TION ARRANGEMENTS? 


Below we give five of a hundred or 
more reasons why you should carry 
your funds in 


ravelers’ Checks of 





the Mercantile Trust Company, Eighth 
and Locust streets. 

‘these checks are accepted by the 
principal hotels, steamship and sleep- 
ing car companies, by many railroads 
and by merchants and __ storekeepers 
everywhere, in settlement of accounts, 
fares, etc. 

Being issued in denominations of 
$10, $20, $50 and $100, these checks 
will meet every convenience. 

They can be cashed in any part of 
the United States or any part of the 
civilized world. 

You avoid loss of time in visiting 
banks to obtain funds as our Travel- 
ers’ Checks can be cashed anywhere, 
at any time, before or after business 
hours, This saves annoyance from 
inability to obtain funds on Sundays, 
Holidays, or Feté days. 

_No other identification than your 
signature is required in cashing these 
checks, We redeem all unused checks 
at their face value. 

Call or write for our booklet, “In- 
formation for Travelers.” 

It contains information for those 
who travel in foreign countries as well 
as in this country. This booklet tells 
how baggage may be checked from 
residence to destination, about storing 
and forwarding baggage, safe-keeping 
of valuabies, etc.; also tells travelers 
where they may have mail and tele- 
grams addressed; gives reliable infor- 
mation about the value of foreign 
money as compared to American coins; 
the distance between towns and cities 
in Europe and gives also a comprehen- 
sive telegraph and cable code. This 
booklet is of inestimable value to all 
who travel. 


MERCANTILE TRUST COMPANY, 
Foreign Exchange Department, 
Eighth and Locust Streets, 





WHAT IS A MERCANTILE TRUST 
CO. LETTER OF CREDIT? 


It is authority for a stated amount, 
payable to the holder, all or in part, 
as required. 

Mercantile Trust Company Letters 
of Credit can be realized on anywhere 
throughout the world in sums to meet 
the travelers’ requirements. 

Our Letters of Credit will be issued 
in favor of two or more persons. 

Identification is established by sig- 
nature. A charge of one-half per 
cent is made for issuing these credits. 

We furnish purchasers a list of 
correspondents, a cable code and di- 
rections for forwarding mail,  tele- 
grams and similar information. 

Five minutes spent at our foreign 
exchange department will give you in- 
teresting details. 


MERCANTILE TRUST COMPANY, 
_Eighth and Locust Streets, 
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Cotrett & LEonarp, 
\ Avspany, N, Y. 
Editor Ready Made Department: 
Dear Sir—As subscribers of yours 
we would like you to criticise the en- 
closed advertisement, which appeared 
in the Troy Times, April roth. 
Yours very truly, 
(Signed) Corrert & LEonarp. 





I think it is an excellent ad, if 
you “make good.” And by that 
[ do not mean to imply that you 
fail to, but simply to emphasize 
the fact that in about ninety-nine 
cases out of 100 an ad like this 
does not represent any serious 
purpose to carry out the policy 
enunciated, but is employed as a 
clever way to get people into the 
store. It is so common to enter 
a store whose announcement 
leads one to expect a special ser- 
vice and find the salespeople in 
real or seeming ignorance of any 
such purpose on the part of the 
management. The text of the ad 
is good; the display is very poor. 
The firm name is the biggest line 
in it, where it might better be the 
smallest, thus making room fora 
better display of the headline in 
something easier to read than 
condensed gothic. And the log- 
ical place for the firm name is at 
the bottom of the ad, instead of 
between the headline and text, 
where it serves chiefly as an in- 
terruption of the subject: 


the Broken Arch by supplying Shoes 
prepared especially for this trouble. 

We have special Shoes for Children. 
Let them begin right. 





_ We keep a record of our customers’ 
sizes and any peculiarities of fitting, 
so that persons at a_ distance may 
order by mail after their first visit. 

These brief statements are sent out 
with the offer of further information 
and practical demonstration. Our va- 
riety for Men and Women of all the 
newest and the standard shapes of 
Boots, Oxfords, Slippers, Pumps is 
very large, prices range from $3.50 to 
$12, and the stock is made especially 
for us. 

Every pair is stamped Cotrell & 
Leonard, Albany, N. Y., and we guar- 
antee at every price the highest value 
and Perfect-Fitting Shoes. 





Good One For a Butcher. From the 
Elizabeth (N. J.) Daily Journal. 





. 
Voorhees 
Spring Lamb 
is as fresh and tender as the 
daisies of the hillside. If 
you have never eaten any of 
the kind we _ sell, nicely 
roasted and served with mint 
sauce, you do not know what 
real Spring lamb is. Now 
is a good time to give it a 
trial. What we say of our 
lamb can be said of all our 
meats, as our aim is to fur- 
nish none but the very best. 
All home dressed. 


I. N. VOORHEES & CO., 
a4, oar Avenue, 
elephone 49. 
Elizabeth, Ne J. 











Relief for Broken or Falling’ Arches 
of the Feet. Are You Wearing 
Perfect-Fitting Shoes? 


Prepared by 
COTRELL & LEONARD, 
472 Broadway, Albany, N. Y. 


The trouble is widespread. Men 
and Women alike are suffering from 
what is called “Broken, Strained, or 
Falling Arch,” and many painful steel 
supports are tried without success. 
The trouble has been caused in the 
first place by ill-fitted Shoes, The 
foot is made up of some of the most 
sensitive and delicate bones. It car- 
ries the weight of the body. Reason 
would indicate that the best of care 
and all the help possible should be 
given to the Foot. 





We inaugurated a new method in 
selling Shoes. Expert salespeople, a 
large stock and the motto and prac- 
tice of ‘‘Perfect-fitting’’ are solving 
many difficult problems for rsons 
who are suffering through carelessness 
or ignorance. 

We guarantee our Shoes to fit and 
our people give special attention to 








Shoes and “Hurry-Up” Repairing. 
From the Harrisburg (Pa.) Star In- 
dependent. 





Ladies’ Russet 
Blucher Oxfords. 


Ready to-day—the popular 
“Countess” Oxfords in the 
new shade of russet. Made 
by Cross. All sizes and 
widths, Hosiery to match. 

Step in and see our new 
repair plant, operated by elec- 
tric power, and you'll not 
wonder how we can half-sole 
and heel your shoes while 
you wait—if you’re in a hur- 
ry. Let us know you have 
repair work, we'll call for it 
and deliver in twenty-four 
hours, 


JERAULD SHOE CO., 
310 Market Street, 
Harrisburg, Pa. 
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your funds in Travelers’ Checks of! 


_mhignth and Locust oOtrects, 
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Sout:tERN STAMP AND STATIONERY Co. 
Samuel S. Rosendorf, Printers, 
Twelve-six Main Street. 

RicHMonp, Va. 
Editor Ready Made Department: 
Dear Sir—I dictated the enclosed 
to quite a number of parties who were 
owing us small accounts and it has 
produced excellent results, and no 
doubt would be of interest in pub- 
lishing this. We write you more 
especially to get your comment. 
Very truly yours, 
SouTHERN STAMP AND_ STATIONERY 
CoMPAny, 
(Signed) Samuel S. Rosendorf. 





The fact that the gentle re- 
minder reprinted below has pro- 
duced excellent results is a pretty 
fair indication that it is. the right 
brand. Surely it avoids any pos- 
sibility of offending any reason- 
able debtor, and, at the same 
time, reminds him that it is about 
time to “give it up:” 





GENTLEMEN—Is the amount on the 
enclosed yellow statement so small that 
you have overlooked remitting? May 
we not bring this to your notice and 
state that your business is composed 
of an enormous number of small ac- 
counts very widely scattered. 

Unless our friends keep us in funds 
we are liable to go astray. As you 
have been so kind as to send us your 
orders, doubtless you are unwilling to 
be a party to such a disaster. 

We shall expect to hear from you 
by return mail, and many time heré- 
after with your esteemed favors. 

‘ours very truly, 
SouTHERN STAMP AND STATIONERY 
CoMPANY, 
Samuel S. Rosendorf. 





My Friend Stafford, the Providence Ad 
Sharp Who Sent This One In, 
Thinks That Point That the Medium 
of Delivery May Be the Standard By 
Which the Goods Are Judged, Is a 
Very Good One. So Do I. It’s 
Worthy Of More Attention. From 
the Providence (R. I.) Tribune. 





' 
Business Wagons. 


We have in stock and 
ready for immediate delivery, 
some of the most desirable 
business wagons to be found 
in this vicinity. 

Prices are right, too! 

Remember—that your me- 
dium of delivery may be the 
standard by which your 
goods are judged. 


“LEW” FALES, 


Washington, Dean & Foun- 
tain Streets, 


Providence, R. I. 














A Bank’s Appeal to Baseball Clubs. 
From the Philadelphia Bulletin, 


Baseball Clubs 


and all other Athletic Asso- 
ciations forming now; de- 
posit your treasury balance 
in a bank account here. 

It will be subject to check 
and meanwhile earn two per 
cent interest. 

We are conveniently lo- 
cated, right in the center of 
the city. Have your treas- 
urer call upon us. 


THE COLONIAL TRUST 


COMPANY, 
Market and Thirteenth Sts., 
Philadelphia, Pa. 














Cleanliness Is Always a Good Point to 
Harp On for_a Meat Market, Espec- 
tally When There Is Really Some- 
thing to Talk About, as in This Case. 


The Unusual 
Growth of Our 
Fresh Meat 
Department. 


The growing demand made 
upon this section is ample 
evidence of the high esteem 
in which it is held by the 
public generally. 

Such a growth isn’t merely 
an accident—theré must be a 
reason, 

That all meats are kept in 
glass-covered cases, protect- 
ing them from dust, dirt and 
flies, makes an irresistible ap- 
peal to particular people. 
Couple this with the fact that 
the temperature in these cases 
is kept delightfully cool by 
frost-laden pipes, that keep 
up a circulation of dry cold 
air, and it’s easy to see why 
the Pender Meat Department 
enjoys the popular patronage. 

Quality is never sacrificed 
for the sake of price and no 
matter how little you pay 
(and you invariably pay less 
here) you may rest assured 
that our meats are Absolutely 
Fresh, Tender and Juicy. 

Lady Fingers, Macaroons, 
25c. a pound. 

Two dainty specials from 
the bakery department for 
Friday’s and Saturday’s sell- 
ing. Delicious confections of 
absolute purity and whole- 
someness fresh from our ov- 
ens. A timely week-end of- 
fering. 


PENDER’S DEPARTMENT 
GROCERY, 





28-36 Washington St.,. 
Norfolk, Va. 
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. A. C. Davis & Co., A_ Novel Proposition. F th 
‘lubs. Grain Commission Merchants, Bangor (Mes Daity Commnneciel. 
: Board of —_— ee ; 
" <Ansas City, Mo. 
oo —— arn Department: no 5 Swap 
DEAR Sir—Some time ago I sent i 
you an ad and you said it was rotten. liver for Silver! 
How’s this? Yours truly, ene for its weight 
er coin. 
Sone For the next few days we 
I don’t remember having made Se 7 
such a comment in this depart- serts and Forks—for its full 
ment, but it is just barely pos- weight in silver coin! This 
sible, for pure English sometimes suens Was of Givnpeitn ak 
fails to do justice to a subject. cut-down prices; is your 
Anyhow, nothing like that can be ideal buying opportunity. 
said of the matter below, reprint- W. C. BRYANT, 
ed from an envelope slip in two 46 Main St. 
colors, on heavy orange stock: Bangor, Me. 

: - A Kind of Auto Advertisin That 
ve ~~ telations are largely a mat- Ought To Be Mighty Good * Any 
pec- ter of reciprocity—you favor us and Local Dealer With a Car That Ca 
ie we put forth our best efforts in your Back It. From the Buffalo (N. Y.) 
ae behalf. Into no business does this Beene. Nex ah a 

‘ principle enter more thoroughly than ss g z 











the Commission Business. It frequent- 
ly happens that some make ‘more of 
an effort to get a new customer start- 
ed that in taking care of him after he 
is started. Our plan is just the re- 
verse of this—when we get a new cus- 
tomer on our books he is at once a 
matter of vital interest to us, and that 
interest never lets up. We surround 
him with every protection possible, 
and no detail is too small to command 
our attention. ‘Keep the Customer” 
is at the head of the list of command- 
ments in this office, and it is possible 
to keep a customer only by good ser- 
vice all the time, not a spasmodic ef- 
fort on a trial shipment, but by eter- 
nal vigilance. We want your business. 
A. C. DAVIS & CO., 


Board of Trade Building, 
City, Mo. 


Kansas 





“Going To Jamestown?’ Isn’t a Bad 
Head for a Clothing Ad. 








Going to 
Jamestown ? 

No better “going” than 
inside one of our swagger 
two or three-button Outing 
Suits—carefully custom tail- 
ored, roomy and comfy— 
priced so low you'll wonder 
how we do it. 

Come in and find out— 
and look .over our other 
smart things in seasonable 
Haberdashery. 

Neckwear—All colors and 
effects, at soc. up. Athletic 
Underwear — Cooling and 
healthful—soc. a garment, 
short sleeve undershirts, 
knee length drawers. Hosi- 
ery—Subdued or noisy at 
25c. and soc. a pair. traw 
Hats— Panamas. 

K. H. CAWTHON & CO., 
411-413 Main St., 
Houston, Tex. 

















Just Let Me Take 
You Fifty Miles 
In a Mitchell. 


/Just say the word—I’ll 
convince you that the Mit- 
chell is the car you want— 
that is, the car will convince 
you, not I. Just telephone 
me and say _ you’re inter- 
ested, and I’ll take you 50, 
100 Or 500 miles in the car 
you'll get if you buy a Mit- 
chell, and it'll open your 
eyes to what you'll get in a 
Mitchell for $2,000. The 
Mitchell is a “show me’”’ car 
and has sold itself in every 
instance I can recall and 
it will sell itself to you or 
you won't buy it. 

I’ve got something to 
“show you”? and I want you 
to ‘‘see it;” so telephone me 
and I’ll call for you with this 
hardy little car and_ take 
you up the steepest hills on 
the high—through sand and 
mud to the hubs—without a 
hitch, and over all kinds of 
roads at 4 or 45 miles an 
hour, if you wish to ride 
that fast. 

I hope you have ridden in 
some $5,000 car, so_ that 
you'll really know what the 
Mitchell is doing when you 
are riding in it. Anyway. 
I know this: that you will 
decide while we are making 
this test together that no car 
should cost any more than 
the Mitchell, no matter how 
severe your requirements 
may be. I’m ready any 
time—just call me up. 

J. A. CRAMER, 
737 Main Street, 


Buffalo, N. Y. 
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A JOURNAL FOR ADVERTISERS. 
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Two Circulations 
At Price of One. 


THE GARDEN MAGAZINE and FarRmINc will be consolidated, 
beginning with August, and THE GARDEN MaGaziNne will 
offer the entire circulation of both. In the consolidation 
we will be able to make a magazine that will bring the sub- 
scribers of both publications into closer relations with Tur 
GARDEN MAGAZINE. 

Space in high-class magazines is seldom offered at 
bargain-counter prices. Doubleday, Page & Company, 
therefore, are glad to tell you about their first two-for-one 
opportunity. : 

No advance in rates will occur at present as a result of 
the consolidation. For a year or two we have been proving 
to general advertisers that THE GARDEN MAaGazine gets 
close to buyers in good homes at a lowcost. The new 
arrangement gives a quantity in advertising that ten-cent 
magazines will not be able to match, and a quality that no 
one will question. 








One page in both magazines 
before consolidation . $300.00 gross 
The same service after 


consolidation . . 150.00 “ 





No Fall list will contain a magazine of better value for 
the price. 

The Advertisers’ Almanack is published monthly in the 
interest of our magazines and the cause of good advertising. 
A copy will be sent free to any reader of PrinTERs’ INK. 


COUNTRY LIFE THE WoRLD's WoRK ‘THe GARDEN 
IN AMERICA FARMING MAGAZINE 


DOUBLEDAY, PAGE & Co. NEw YorK. 


133-137 East 16th St., New York. 1511 Heyworth Bldg., Chicago. 
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